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The Big Challenge to Retail Management: 


ost-Cutting Through 


Efficient Handling 


See page 60 for report on ‘economy of motion'’ which can bring 


major economies through better yard layout, warehousing, movement 
engineering, planned ordering. 
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Your fir plywood inventory turns over faster 
because no other material gives you such a broad range of 
volume customers—builders, industrial users, cabinet shops, 
do-it-yourselfers—all year long. 

Your fir plywood inventory turns over more 


profitably. You get a good return on your investment— 
with a minimum of bother in storage and handling. 


Make sure you get your share of the ever-growing 
demand for easy-to-sell fir plywood. Check with your job- 
ber salesman; be sure your stock is large enough. Don’t 
miss sales because you can’t supply your customers with a 
balanced selection of types, grades and sizes. 





in i teeweet 


x | Million-dollar ways DFPA builds sales for you 


1. National Advertising 


pre-sells all your customers—hard-hit- 


ting ads aim at builders, architects, 
industrials, plus big full-color ads in 
leading home magazines. 


2. Field Promotion Men 
act as “extra salesmen” working for 
you in your area, contacting your key 
customers. Every prospect is told: 
“Buy from your lumber dealerl”’ 


3. iimeeialiiiiig Aids* 
Colorful array of practical, new sales 
tools for your own promotion: litera- 
ture, ad mats, displays... plans for 
everything from boats to built-ins. 


*Write (USA only) Douglas Fir Plywood Association, Tacoma 2, Washington, for samples and complete information. 


REMEMBER! Stock and sell only DFPA quality grade-trademarked plywood 
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Check your AIM*...cut your costs 
Packaged lumber gives flexibility and economy 


Ask for your free 
copy of this booklet 
that gives you step- 

by-step instructions 
on how to unload 

packaged lumber 

from box cars. 


UNLOADING 
PACKAGED LUMBER 
FROM BOX CARS 


Lumber packages, mill-assembled according to the Acme Idea Method, 
can be quickly converted into smaller units for fast easy order filling, 
mechanical handling, inventory count and job-site delivery. 

(Idea No. U6-27) 

These four-section packages give you an opportunity to handle them 
as a unit or in sections by merely cutting the straps. Wider flexibility 
is assured with this type of package in meeting any distribution 
requirement you may have. 

Ask that your next order be shipped using the Acme Idea Method. 


Check your Acme idea Man.* He will help you receive the benefits in 
packaged lumber handling. Call him or write Dept. ABU-78, Acme 
Steel Products Division, Acme Steel Company, Chicago 27, Illinois. 
In Canada, Acme Steel Company of Canada, Ltd., 

743 Warden Avenue, Toronto 13, Ontario. 


aa STEEL STRAPPING 
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e’ll be back often... 




















because I sold him quality brushes made with TYNEX” 


“You never go wrong giving a customer all the help you can. 

“Take that man, for example. He had a do-it-yourself job 
in mind. So I gave him a few painting pointers and a copy of 
“How to Choose and Use a Paintbrush.’ I explained that to get 
good results, first, he needed good paint. Second, he needed 
quality brushes. 

“I always suggest a couple of good brushes . . . in the sizes 
my customer needs... made with tapered TyNex when I sell 
paint. And, you know, it’s surprising how many of my custom- 
ers have seen the ads about TYNEx in national magazines, Sure 


Anakes brushes easier to sell. 


6 


“All it takes is a reminder that in a good paintbrush the 
TYNEX is tipped and “flagged.” Which means it picks up a full 
load of paint and lays down a smooth, even coat. What's more, 
TyYNEX can be used with any finish. It’s especially good with 
water or rubber base paints. Cuts down on clean-up time, 
too, because TYNEx cleans so handily. 

“WES. Sif iss 
results he gets. And the next time he needs anything in the 
home improvement line, he'll remember me and the help I 
gave him. That’s why I know he'll be back.” 


my customer will be mighty pleased with the 
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Get your copies of the illustrated booklet 


VALUABLE BOOKLET T 


VX 
yu 

**How to Choose and Use a Paintbrush” from yy 
your supplier, It’s full of interesting painting 
facts and tips. Your store name will be im- NYLON FILAMENT 
printed on the cover, free, with every order of 
250 or more booklets. Ask, too, for the win- 
dow decal and booklet merchandiser. Display 
these selling aids ... give every customer a booklet. If your sup- 
plier is Out of these items, write directly to: E. I. du Pont de Ne- 
mours & Co. (Inc.), Polychemicals Dept., Room 577, Du Pont 
Building, Wilmington 98, Delaware. REG. U.S. PaT. OFF 


TYNEX is the registered trademark for Du Pont nylon filament 
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With us Woo 


“Our homes have wood windows 

because home buyers want them. And, 

this public acceptance is coupled with excellent 
field results over the past 10 years. Owners are as happy 
as we are with the trouble-free performance, beauty and style 


d Windows 


are the trend”’ 


Says Mr. Robert P. Gerholz, Gerholz Community Homes, Inc., Flint, Michigan 


LOOK FOR THIS SEAL OF WINDOW QUALITY 








FaeRricator 


QUALITY TF APPROVED 
fs *“N wo.o00 \ , 

American W000 WINDOW Institute 

CONFORMS - UNITED STATES Com. sTmO. 190-63 








of wood windows. That’s why it’s wood for us,” says Mr. Gerholz. 
Thousands of builders like Mr. Gerholz 


The American Wood Window Institute seal on 
windows is your guarantee that they conform to 
U.S. Department of Commerce Standards and are: 


they resist moisture; are preservative treated for long life; have 
weather tightness to resist dust, heat and cold; and are 
precision manufactured in sizes and styles to fit builders’ needs. 


MEMBERS— Woodwork Group 
ANDERSEN CORPORATION 
ANSON & GILKEY Co 
BILTBEST CORPORATION 
Carr, ApAMs & CoLuierR Co. 
CONTINENTAL SCREEN Co. 
Curtis CoMPANIES, IN¢ 
FarLey & LoetscHer Merc. Co. 
GRINNELL Sasu & Door Co 
Hurp MILLwork Corp 


Huttic Mrc 


IpEAL Co. (Wm. CAMERON & Co.) 
INTERNATIONAL PAPER Co. 
—LoneG Bett Division 

MATa MANUFACTURING Co. 
MissouLa WHITE Pine Sasu Co. 
MorGAN COMPANY 
PHILADELPHIA SCREEN Mere. Co. 


Co. 


use window units made of Ponderosa Pine because 


Because Wood is So Good to Live With 


WOODWORK 


An Association of Western Pine Producers and Woodwork Manufacturers 


Rock Istanp Mi_L_twork Co. 
SeEMLING-MENKE Co. 
WABASH SCREEN Door Co. 
WESTERN PINE Mra. Co. 
Wuirte Pine Sasu Co. 


MEMBERS—Lumber Group 
ALEXANDER-STEWART LUMBER Co. 
THE ANACONDA COMPANY 
ASSOCIATED LuMBER & Box Co. 
Bate LuMBER Co. 

BLAGEN LuMBER Co. 
Brooks-ScaNnLon, INc. 
Cat-Ipa LuMBER Co. 
CascapE LUMBER Co. 
Co.Luins PINE Co. 

CRANE MILLs 

D1ramonp Matcu Co. 
Georaia-Paciric CORPORATION 
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Givcurist TIMBER Co. 

Epwarp Hines LUMBER COMPANY 
INDUSTRIAL WHOLESALE Lar. Co. 
KAIBAB LUMBER Co. 

LonG LAKE LuMBER Co. 

McC.oup LuMBER Co. 

MICHIGAN CALIFORNIA LBR. Co 

J. Netts LuMBER Co. 

Ocxnoco LuMBER Co. 

OREGON LuMBER Co. 

PICKERING LUMBER Corp. 

Scott LuMBER Co., Inc. 

Setzer Forest Propucts 

—D1v. or GLENco Forest Propucts 
SouTHWEsST LUMBER MILLs, INc. 
Rap L. Smith LumMBeEr Co. 
TAHOE Forest Propucts Co. 
TARTER, WEBSTER & JOHNSON, INC. 
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Correctly designed 
Properly constructed 


Preservative treated 


Made from carefully selected 
kiln-dried lumber 


Properly balanced 
Efficiently weatherstripped 


39 SOUTH LA SALLE STREET 
CHICAGO 3, ILLINOIS 


Tite Knot Pine MILs 

U. S. PLywoop Corp. 

—SHASTA DIVISION 

WarM SprinGs LUMBER COMPANY 
WESTERN PINE ASSOCIATION 
WEYERHAEUSER SALES Co. 
WINTON LUMBER Co. 


ASSOCIATE MEMBERS 
CASEMENT HARDWARE Co. 
CHAPMAN CHEMICAL Co. 

Davip Ost1in Mou.pinGc Corp. 
Dorris LUMBER & MouLpInG Co 
MONARCH METAL WEATHERSTRIP 

Corp. 

PROTECTION PrRopucts Mra 
UNIQUE BALANCE Co. 
Woop-TREATING CHEMICALS Co. 
ZEGERS, INC. 


Co 
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LATE AND 
IMPORTANT 


Newscast 


American Lumberman, July 21, 1958 


LOOKING AT THE RECESSION. 


seers are widely predicting that the recession has bottomed-out and it's 
merely a question ot how soon the upward climb will begin. There's even some 
talk that the Federal Reserve will tighten credit to slow the inflationary 
Spiral. The Fed promptly denied such a move but insiders comment that there's 
much support for more rigid credit at top levels of government. 


When applauding construction as a bright spot, take a sober look at this 
fact. About 55% of the money contracted to be spent is public funds, state, 
municipal or Federal and must be paid back through taxes. . . your taxes. 














PLAN 15,000 HOUSE LEVITTOWN FOR NEW JERSEY. 


Bill Levitt's new project in New Jersey between Camden and Trenton seems 
to have anticipated most of the problems faced by tract builders today. 
Schools, for example, are on Levitt and the project will be split into 10 
communities, called residential parks. Each will have its own school, 
Swimming pool and recreation area. 


Houses will be priced from $11,500 to $14,000, the largest to have eight 
rooms and 23 baths. Levitt is quoted as saying, "we're trying to seduce the 
consumer with the best bargains he ever saw. Never in my lifetime will things 
be as good as now for home buyers, with low down-payments and easy credit." 








CHANGING MARKETS FOR THE RURAL YARD. 


Big-scale farming is drastically changing the position . . . merchandising 
of the rural, small-town yard. Recent figures from the Urban Land Institute 
show that the percentage of population on the farm has dropped from 27.7% in 
1920 to 10.5% in 1957. Projections for 1960 are 9%, in 1970, only 5.8%. 


America will have only 4.7 million farm households by 1960 if the present 
trend continues — a skimpy market for many lumber yards by any standard. 
The bright side is the growing rural non-farm market — more than 12 million 
households today, with 133 million predicted for 1960. 

















DISCOUNTERS ADOPTING COMPENSATORY-PRICING PRINCIPLES. 


There are many signs that the big discount houses are now adopting 
practices started by "conventional" retailers. Some are charging for 
deliveries, credit, many are moving into new quarters which will increase 


their costs. As a specific example the cost-of-doing business for appliance 
discounters has risen from 11% to 18% in the past year. 


Building material retailers are showing increasing confidence that many 
customers still want service and credit. One southern chain, for example, has 
just opened its fourth supermarket unit of this type and is looking for still 
more new spots to locate service-type stores. The complete story 
will shortly appear in this magazine. 

















HERE AND THERE IN THE BUILDING MATERIALS INDUSTRY. 


Only doors and 30 styles of legs are sold in a store called Furniture In 
Parts, Inc., at Cambridge, Mass. Both domestic and imported doors are 
merchandised for everything from coffee tables to spring boards for 
acrobats. Most popular seller is a solid walnut door used for benches. 

A similar store in New York City opened four years ago. 


Price increases may be anticipated for aluminum after August 1 when new 
wage contracts take effect. Slight hikes have already taken place on some 
lumber items, even though orders generally are off 25%. New wage 
contracts have been signed with the cement, lime and gypsum workers 
by 52 manufacturers. First boost expected is on cement. 
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Add the Capitol package to your 
model homes...add up more sales” 


Levitt + Sone did—so can you! 


Levitt & Sons, world’s largest home builders, 
wanted to move more prospects from the 
inspection line to the dotted line. They did it 
by adding the Capitol package of aluminum 
combination storm doors and windows to their 
sample homes . . . at no increase in price! 


Result? Traffic increased and sales jumped! 


Levitt & Sons know that the modern home 
buyer wants a completely equipped home. 
They found that the Capitol package of 
aluminum combinations are just as important 
a factor in sales as wall ovens, dishwashers, 
air conditioning, complete insulation, land- 
scaping. They are giving the people what 
they want. 


Offering Capitol storm doors, windows and 
screens: 


e shows buyers immediate savings in heat- 
ing costs 
saves them hundreds of dollars over sepa- 
rate purchase 
assures service-free installation by fac- 
tory-trained technicians 
cost can usually be included in the mort- 


gage 
Put the Capitol package on your sample 


homes. You’ll draw more traffic . . . you’ll 
close more sales. Levitt & Sons did... so 


can you. 
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Here’s why Levitt & Sons chose the Capitol package: 


. CAPITOL QUALITY Capitol, world’s 4. TECHNICAL ASSISTANCE Capitol’s en- 


largest manufacturer of aluminum 
doors, builds in the kind of quality 
that builders appreciate, the features 
that have customer appeal. 


. COMPLETE LINE Storm doors, windows, 
jalousies...in a full range of styles 
for every type home .. . as well as roll- 


gineering staff will work with you on 
planning and design. ..so that you’ll 
get the right product for the right 
purpose. 


. INSTALLATION SERVICES Capitol fac- 


tory-trained crews work to your sched- 
ule to assure proper installation. 


ing doors, prime windows and window 
walls—all from a single source. 


. DIRECT DELIVERY Capitol has its own 
fleet for delivery direct to your site... 
on your own time schedule. No inven- 
tory problem. 


ROLLING GLASS DOORS e PRIME WIN- 
DOWS « WINDOW WALLS e COMBI- 
NATION STORM DOORS, WINDOWS, 
SCREENS ¢ JALOUSIES e EXTRUSIONS 


CAPITOL PRODUCTS CORPORATION 
Mechanicsburg, Pa. 


Please give me more information as soon as possible on how the 
Capitol Package can mean more sales for me. 


NAME 





COMPANY. 
CAPITOL...A SINGLE SOURCE, SINGULAR ADDRESS 
SERVICE FOR ALL YOUR ALUMINUM DOORS CITY 
AND WINDOWS 




















TELEPHONE 





Set your own retail price o 


(make top profits, 


Now, Hunter Douglas helps you start 
your own carport-patio business with 
no tie-up of capital. 

The new Universe Aluminum Car- 
port is so versatile your sales oppor- 
tunities are limited only by your 
imagination. 

You can sell it for dozens of residen- 
tial and commercial uses, including 
executive car shelters, gas stations, 
drive-in restaurants, parking lots, 
used car lots, roadside vendors, carni- 
val booths, drive-in movie box-office 
shelters, car washes, outdoor caterers 
and bandstands. You can sell it “‘in- 
stalled” or as a do-it-yourself item. 
What’s more, you can order as yousell. 

The completed carport is water- 
tight, and has a six-inch pitch for 
water drainage. 

The basic carport has been tested 
to withstand a 10-lb. per square foot 
loading. A supplemental package con- 
verts it for 20-lb. loading. 


Pans 


Shipped in three packages 


The Universe Aluminum Packaged 
Carport comes to you in three sepa- 
rate packages, ready for quick, easy 
installation at the site. The first con- 
tains the roof- -a 10’ by 20’ unit of 6” 
interlocking white pan2ls, crafted of 
a special aluminum alloy that’s heat- 
treated and finished with 2 coats of 
baked enamel. 

The second package contains the 
all-steel understructure. 

The third contains the steel sup- 
ports—finished in matching white. 
(A supplemental package contains 
understructure and hardware for 
20-lb. loading.) 


Roof, understructure or supports 
can be ordered separately 
For customers who want decorative 
supports, you can order this carport 
without the uprights. Where local 


n the | 


fast turn-over, with no big investment) 





TRADE PRICES 
(no further discounts) 


QUANTITY PRICES 
1-5 $149.50 each 
6-11 $134.50 each 

12-24 $126.50 each 

25-74 $119.50 each 

All above prices F.0.B. warehouse 

75 or more $109.50 each 

Delivered 


CONVERSION PACKAGE FOR 20-LB. 
LOADING 
1-74 $20.40 each 
F.O.B. 
75 or more $19.00 each 
Delivered 











housing regulations or the customer 
himself requires an understructure 
for more than a 20-lb. load, you can 
order the roof alone. 

No matter what you sell, the new 
Universe Carport makes a terrific extra 
line—for extra profits. 


UNIVERSE 


CARPORT 


HUNTER DOUGLAS ALUMINUM DIVISION 


of Bridgeport Brass Co. 
405 Lexington Ave., New York 17, N. Y. 
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DISTRIBUTORS — DEALERS 


YOU CAN GIVE 
SALES A BOOST ~~ 
WITH LOW-COST, SALES-PRODUCING 














' 
= 


Did you know that polyethylene film has doubled 
in usage since 1955? And that it is still being used 
at an unbelievable rate? In 1955, 8,000,000 pounds 
of polyethylene film was used by builders and 
farmers, AND by the end of 1958 the amount will 
have climbed to 16,000,000 pounds! As distributors 
and dealers, you can recognize the importance of 
these figures—they indicatea mushrooming market. 
The customers you serve today are using, or are 
prospects for, high-profit DURETHENE polyethylene 
film .. . builders—farmers—industry. 
Easy-to-handle DURETHENE film has an endless 
number of uses for your customers. It is ideal for 
vapor protection in basements, for curing concrete, 
for temporary shelters and for many other uses. 
DURETHENE polyethylene film is light in weight 
1,000 square feet of 4 mil film weighs less than 
20 pounds. And, it’s available in widths up to 40 
feet, 100 feet long in black or clear. 
Restricted DURETHENE franchises in protected 
areas are available to qualified distributors. Use 
the coupon at the right for additional information 


on this new, high-profit product. 


=~ Salen: 


POLYETHYLENE 
FILM 


BUILDING PRODUCTS MERCHANDISER 


pis ilieisintm 


BBR EO 


Yuehhene 


PROTECT 


mo 
| 
a. 


MOISTURE BARRIER 
AB-ON - GROUND CONSTRUCTION 


Koppers Company, Inc. 
Plastics Division 

Durethene Dept. AL-78 
Pittsburgh 19, Pennsylvania 


Please have representative call 


Please send me additional information on DURETHENE film 


Address 


City State 


Circle No. 17 on Coupon, page 84 





Syruce up hornes 
t sy MAIL BOXES 


MACKLANBURG-DUNCAN CO. 





THQ erry MAIL 
BOXES 


Choice of 5 gorgeous color combinations! 
Never rust, tarnish or need polishing. 


f Q 


x 
MR 


No. GB-500 Gold 
Lid on Black Box 


ES 


~ 





FREE engraved 
name plate 
eoccce available with 

every box! 


eeeeeneeed eeeeede 


Here's a sales feature you can really talk 

about! As shown above, a blank name 

plate is attached to the face of each box. 

Inside the box is an order blank and an 

envelope. Your customer can get his name 

engraved Free on the name plate by send- 

ing the order blank and the plate to us in 

No. BB-502 Black the envelope provided. We'll engrave the 
Lid on Black Box plate and mail it back to your customer 
No work involved for you, but we tell 

eeoecccecas- eee your customer the plate is engraved 
through special arrangements with you. 


No. BG-501 Black 


L n Gold Box 


EXTRA-LARGE SIZE 
13” wide, 8%" high, 6%” deep 


MADE OF HEAVY GAUGE 
ALUMINUM— 
SOLID CONSTRUCTION 


. MAGAZINE HOLDERS AND 
No. AA-504 Ano- SCREWS FOR INSTALLING 
dized Aluminum INCLUDED 
Lid on Aluminum 
Box 


t fl 
US 


No. GG-503 Gold 
Lid on Gold Box 


i « order 
aoe BUILDERS For highest quality and DEALERS Order today! Yor se 
0. a ity M-D products. , tly! All M-D products ore ‘as 
; dependability always specily shipped promP Y 
Sold by hardware jymber and building s¥P- ‘aa daanaithe insite. 
y ’ 


sinct ply dealers throughout the seetey! 
1920 
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MAIL BOXES 


Big enough to hold 
largest magazines 


Here's the answer to your 
den 


ind for a big, roomy mail box 


ZA, 


. 


customers’ 


bla 


(Right) 


bla 





No. GG-703 Gold lid on 
gold box 


No. BG-701 Black lid on 
| 1 gold box 


MAIL apt 


Made of extra heavy gauge aluminum 
Lifetime finish. Meets gov rt speci cations 
fc N ] e. 3 ar zed finishe 





*\ 4 
) + 
} ALBRAS 
ra Per 
ermane 
ALBLACK — Per- ALBRIGHT — Per- ALACROME— Anodized 


manent Anodized 
chrome bright 


-MAIL BOX 
HOLDERS 


what every rural mail box 
needs. M-D Mail Box Holders fit all 
standard rural mail boxes. Sturdy! 
Rust-proofl Easily installed. 


manent Anodized 
black color 


EB 


Here's 


BOX 1197 > 





(Above) 


ck box 
d LL KING 
AW SIZE 


Permanent natural 
aluminum 


OKLAHOMA CITY 1, 


SALES with... 


in ANODIZED ALUMINUM 















No. GB-700 Gold lid on 
k box 


No. BB-702 Black lid on 


16%” wide 
8Y%4”" high 
6%” deep 


No. AA-704 Anodized 
aluminum lid on 
aluminum box. 


———— ee 1. 
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“I’m the best 
informed man 
in the business 
...thanks to 
Dodge Reports”’ 





“I’ve been in business long enough to think I know 
everybody around, but I’ve learned never to be sur- 
prised when my Dodge Reports show up good jobs 
I didn’t know about.” 

Even the best informed old-timer can’t match 
Dodge Reports for knowledge of all that’s going 
on in the construction industry. That’s because no 
successful contractor can spend all his time getting 
construction news. But Dodge reporters do just 
that—it’s their only job. And every day the news 
they gather is mailed to contractors who use Dodge 
Reports. If you want to know what’s going to be 


F. W. Dodge Corporation, Construction News Division, Dept. 1078 
119 West 40th Street, New York 18, N. Y. 


I want to know how to get more new construction business. Please 
let me see some typical Dodge Reports for my area. I am inter- 


ested in the markets checked below: 


House Construction General Building 


Engineering Projects (Heavy Construction) 
Area 
Name 
Company 


Address 


Circle No. 8 on Coupon, page 


built, where it’s going to be built, who the owner is, 
who’s designing it and even when the bids are 
wanted, you can get this information for any area 
in which you operate within the 37 Eastern States. 

This is not a year to gamble on getting your 
share of business and making a profit. Use Dodge 
Reports for the assurance of having the business 
opportunities you need. Send the coupon now for 
your copy of “Dodge Reports—How to use them 
effectively,” including the famous “Dodge Specifi- 
cation Form” to help you figure out the kind, size, 
location, etc., of jobs you should go after. 


Dodge Reports 


For Timed Selling to the Construction Industry 
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Now! A full 40% discount plus a special introductory 
offer on Weldwood Wood Finishes 


The biggest profit opportunity in Weldwood his- 
tory. A full 40% discount on orders of 12 gallons 
or more of brand-new Satinlac Lightener, improved 


NEW WELDWOOD SATINLAC® LIGHTENER 
preserves the color of new wood, and at the same 
time prepares the surface for subsequent luster-giving 
coats of Weldwood Satinlac. 
makes “invisible” protection possible. Though not a 
“bleach,” Satinlac Lightener prevents the darkening 
or “wetting” look that usually occurs when new wood 
is finished. 


NEW WELDWOOD SATINLAC® 


new, improved formula offers more body, less odor, 
easier brushing, greater protection against fading, 
water and alcohol spills, grease, and smudges. 
brings out and preserves the wood’s natural beauty 
without the “built-up” look of ordinary finishes, and 
will not yellow with age. 

goes farther because new formula contains twice as 
much solids as formerly in odor-reduced solvents 
that give a better flow — gives a beautiful “hand- 
rubbed” satin effect with minimum labor. 


WELDWOOD FIRZITE® 

White for blond or pickled effects on all woods to 
give a clear “woodsy” finish without a “painty” look. 
Also ideal as a prime coat under paint to prevent 
checking and grain raise on soft woods such as fir 
plywood. 

Clear for use as a stain base to assure even absorption 
of stain and prevent garish wild grain in softwood 
growth. Also serves as a perfect undercoat for ex- 
terior and marine paint, enamel and varnish. 


_,Weldwood® 


WOOD FINISHES 


Adhesives e Soft and Hardwood Plywood e Doors e Lumber 
PRODUCTS OF UNITED STATES PLYWOOD CORPORATION 
114 showrooms in the United States and Canada 
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new Satinlac, and Firzite—any combination of prod- 
ucts and sizes. And free with your initial order, 
a speciai bonus display to step up your turnover. 


FREE WITH YOUR INITIAL ORDER OF 12 GALLONS 
OR MORE—THIS 


NEW, 
MULTI-USE DISPLAY 


Colorful display with 27 
real wood samples shows 
your customers the wide 
variety of effects they can 
get with Weldwood’s new 
line of quality wood fin- 


ishes. Available in counter 








or wall models. 


YOUR SHELF SPACE IS VALUABLE. Don’t waste it on bulky inven- 
tories of slow-moving products. With fast-selling Weldwood 
Wood Finishes. 
wood finishing needs. And with the big 40% discount, you get 


you can supply a majority of your customers’ 


a bigger profit per square inch of space, too. 


cee ee ORDER FORMeaeeeeee eee eee 


United States Plywood Corporation 

Dept. AL 7-21-58, 55 W. 44th St., New York 36, N. Y. 
I want to take advantage of your introductory offer 
(12 gallons minimum ). Please enter my order for: 


Pints Quarts Gallons 
CLEAR FIRZITE 
WHITE FIRZITE 
NEW SATINLAC 


SATINLAC LIGHTENER 

The above order entitles me to a free multi-use Weld- 

wood Finishes Display. My choice is: 
#1 Counter Display 











#2 Wall Display 


City... 
Ship through my jobber. . 
Jobber address 


ee ee ee ee ey 
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MATICOs 


DECORATING IDEA CENTER 
PROMOTION 


TOM Over 


iGO 


a, 


cae / “ 7 
stops ’em. Re 
shows ‘em! 


= 
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sells ’em! 


Sales start popping when women spot this striking, irresistible 
Design-Your-Floor display in your store. Whether they’re shop- 


pers or lookers, women won't pass up the chance to design their 
own floor . .. it’s the shortest distance between an idea and a 
Matico sale. 


Ask your distributor about this valuable display, and get all the 


Brand new floor design display lets cus- 
tomers design their own floor. Contains 
actual samples of colorful Matico tile. New 
mirror back reflects the floor design in 
double the area 


details about the complete Matico Decorating Idea Center pro- 
gram that’s designed to make sales for you! It’s the big selling 
idea for "58—backed up by the biggest, most powerful national 
ad campaign in Matico history, including the largest single floor- 
ing ad ever run in a consumer magazine—8 consecutive pages in 
full color in Coronet. 

Contact your distributor today——or mail coupon below for com- 
plete information. Start getting real sales action now! 


MASTIC TILE CORPORATION OF AMERICA 
Houston, Tex. * Joliet, Ill. * Long Beach, Calif. * Newburgh, N. Y. om 4 
Rubber Tile « Vinyl Tile ¢ Asphalt Tile *« Vinyl-Asbestos Tile ¢ Plastic Wall Tile *couNcY” 


Mastic Tile Corp. of America, Dept. 3-7, P. O. Box 128, Vails Gate, N. Y 


ersis 
Rush full details on Matico’s Decorating Idea Center promotion — the big selling idea for 1958 


Address City Zone State 
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tells how 

Hertz Truck Leasing 
stops your truck 
headaches... fast! 


Do it now! Whether you operate one 
truck or one hundred, send for this new 
Hertz Truck Lease booklet. It doesn’t 
cost you a thing. There’s no obligation. 
And there’s every reason to believe it will 
show you how to end truck headaches 
the day you begin leasing your trucks 
from Hertz. The answers are right there 
for you—quick. Straight answers to the 
most-asked questions about truck leasing! 
Don’t delay. Tear out the postage-free 
card and mail it to us today! 





Postage Stamp 


answers to questions about 


HERTZ 


Truck Lease Service 


POEL 


Fie’, 
sa 

as 
‘ 


Postage 
Will be Paid 


Necessary 


If Mailed in the by 
United States 


Addressee 





BUSINESS REPLY CARD 


First Class Permit No. 35325. Sec. 34.9 P. L. & R., Chicago, Il 











Hertz Truck Lease Service, Dept. Al-7 
218 South Wabash Avenue 
Chicago 4, Illinois 





Booklet spells out 

everything you get from Hertz... 
starting with modern GMC 

or other rugged trucks. 





Whatever your trucking problems... 
FREE, new Hertz Truck Lease booklet 
has the answers! 


© It tells how to release your capital = © It tells how to end truck bookkeep- _—® It tells how to stop servicing and 
investment in trucks ing red tape maintenance headaches 


© It tells how to free executive time © It tells how to eliminate downtime _—® It tells how to get extra trucks— 
for more productive work and idle-truck waste fast—for peak periods 





MAIL THIS POSTAGE-FREE CARD TODAY! 


Get your free copy of the new, illustrated Hertz booklet that (1) gives 
straight answers to the most-asked questions about truck leasing, and 
2) points up the many Hertz benefits and savings to your company! 





The pane: hae quesmer:) on 


Hertz Truck Lease Service, Dept. AL-7 HERTS 


218 S. Wabash Ave., Chicago 4, Ill. c ‘ 
¥ " ai a. 6°48 


a a ales 


Please send me a free copy of your new question-and-answer booklet on the 
many advantages of Hertz Truck Lease Service. | understand there is no obligation. Most experienced by far 
We presently own and/or operate ___————_trucks. 


a HERTZ 


a a ee - Truck lease service 





Address 


City 
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Plywood Industr 


v Studies 


Western fir plywood manufacturers look to growth prompted 
by greater penetration of established markets; reelect A. W. Ag 


new as president. 


Some 250 mill officials from Washing 
ton, Oregon and California met in Geat 
hart, Ore.. recently to elect Douglas Fit 
Plywood Association officers for the en 
suing year and to study potential moves 
in the plywood business that could have 
far-reaching effects. These included 
* A proposal that the industry market a 
one glue-line” product with exterior 
adhesives, completely eliminating interior 
plywood 
¢ A survey report that recommends the 
establishment of a “satellite” association 
to promote trusses, box beams, stress-skin 
panels and industrial components made 
by plywood fabricators, including Lu-Re 
Co producers 
¢ A preliminary survey by the l[ S 
Forest Products Laboratory at Madison, 
Wis., establishing that scientifically con- 
trolled use of old growth timber affected 
by white pocket may be used in fir 
plywood without any sacrifice in perform 
ance standards 

A. W. Agnew, vice-president of The 
Pacific Coast Co., was reelected DFPA 
president for the ensuing year. In a con- 


fident outlook, he presented figures show- 
ing that fir plywood has increased its 
sales in a declining market for the past 
three years. (Production in °57 was 5.4 
billion feet; predictions are that plywood 
demand will reach an annual rate of 6 
billion sq. ft. by the second quarter of 
59). Agnew urged an aggressive trade 
promotion program as the best means of 
creating strong demand for plywood, say 
ing, “I think the work of the association 
is largely responsible for the very decided 
increases in fir plywood demand.” 

An immediate market for an additional 
200 million feet of plywood was forecast 
by association promotion director James 
F. Fowler as the potential pay-off for 
aggressive promotion of plywood com 
ponents and the independent fabricators 
who might promote them. He proposed a 
satellite association to be called Associat 
ed Plywood Fabricators which would pro 
vide inspection, quality control, engineer- 
ing services and promotion for firms 
interested in this business. He said 145 


firms have already expressed interest 


Dealers Angered by Freight Rate Switeh 


Ihe perennial problem of freight rates, 
a bone of contention among lumber deal 
ers in many areas, flared tempers in 
Arizona last month after proposed chang- 
es were canceled only eight hours before 
they were to take effect. Gus R. Michaels, 
manager of the Arizona dealer associa 
tion termed the “on-and-off-again” move 
a “beautiful double cross” by California 
lumber interests. 

James C. O'Malley, a Phoenix lumber 
dealer and president of the National Re- 
tail Lumber Dealers Association, added 
the question: “How long is California 
going to control the freight rates in Ari- 
zona?” 

Living with inequitable freight rates for 
years was bad enough for the Arizona 
dealers. But losing the benefits of propos- 
ed changes as a result of a last-minute 
cancelation caused universal protests. 
Dealers who had delayed orders pending 
the anticipated lower freight charges to 
Arizona were caught in short supply. 
O'Malley said that the proposed rates 
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“apparently didn’t sit well with some 
California mills, wildcat truckers who 
benefit from the inequities and chambers 
of commerce in California mill towns 
The California mills, he said, figure that 
the rates will give Oregon mills a_ big 
break. 

Under existing schedules the charges of 
a typical carload of lumber delivered at 
Los Angeles is $370, but by the time it 
would reach Phoenix the same carload 
would be $580—a $210 increase. If the 
car went on to Houston, Texas, costs 
would be increased by only $45 over the 
Phoenix rate. 

Under the proposed adjustments, this 
car received in Phoenix would be $140 
less. 

An appeal by the Arizona dealers asks 
that the California and Arizona rate cases 
be considered separately and that the new 
rates be permitted to go into ¢ ‘fect im- 
mediately, pending the commission’s final 
judgment in the matter, 








What’s Happening 


JULY 21, 1958 


Major Marketing Moves 


Building Material Wholesale 
Group Seeks Members 

An intensive membership drive is be 
ing launched by the National Building 
Material Distributors Association, ac 
cording to T. J. Dougherty, president 
Dougherty is associated with the Ohio 


Valley Supply Inc., Cincinnati, Ohio 
‘The group’s membership now includes 
approximately 475 independent whole 


sale warehouses in 42 states,” Dougherty 
said They have an annual sales of about 
three quarter! billion dollars 
The 1957 operating statements of our 

members show an average increase In 
their warehouse business to retail lum- 
beryards of about 10%,” he continued 

This indicates dealers are finding our 
members helpful. Also it suggests that the 
NBMDA program is beginning to pay 
oft es 

Co-chairmen of the wholesaler group’s 
membership drive are Lyle P. Klug, Re 
serve Lumber Co., Cleveland, Ohio; and 
Charles J. Friedl. Wholesale Service Co 
Inc., Louisville, Ky 

Obviously there is more to distribu 
tion than just making a sale,” Dougherty 
said. “For his membership fee the 
NBMDA member buys a share in the 
planning and direction of the wholesale 
building products industry in merchandis- 
ing and marketing. One result of our ef 
forts is seen in the action of more and 
more manufacturers to list their whole- 
sale outlets in their trade publication ads; 
this was urged at our recent semi-annual 


meeting 


Top-Ranking Speakers 
for NRIDA Exposition 


A series of breakfast sessions at the 
Conrad Hilton hotel will feature top-rank- 
ing speakers at the fifth annual NRLDA 
Exposition in Chicago, Nov. 22-25, 
cording to Phil Creden, exposition general 
chairman 

The breakfast sessions will be built 


ac- 


around the following subjects 

Expanding lumber dealer markets 

Selling home improvements and build 
ing specialties 

How to meet packaged prefab compe 
tition. 

Opportunities for boosting farm sales 

Selling kitchens and associated items 

Creden also announced that market 

consultation service from experts will be 
available to delegates at the International 
Amphitheatre. 
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Building Awards Set Record in May 


Construction contracts in the U. S. in 
May totaled $3.4 billion, the highest 
figure ever reported for any single month, 
according to F. W. Dodge Corp. The May 
total was only a small fraction of 1% 
above the previous record set in May °57 
but it exceeded the third highest month 
(June °57) by 5%. 

Commenting on these new figures, 
Thomas S. Holden, Dodge vice-chairman, 
said it is now evident that “construction is 
well past the bottom of the relatively mild 
recession it was experiencing in late '57 
and early ’58.” 

Contracts for residential buildings in 
May totaled $1.3 billion, an increase of 
4% over May ’57. The number of dwell- 
ing units covered by the May contracts 


was 104,048, the highest monthly total in 
two years and 2% above May ’57. The 
number of single family units was 1% 
ahead of May ’57 and the number of units 
in apartment buildings was up 14%. How- 
ever, total construction for the first five 
months of ’58 compared with last year 
was down 3% to $5.1 billion. 


Kwikset as a Division 

American Hardware, which owns all of 
the outstanding and issued stock of Kwik- 
set Locks, Inc., Anaheim, Calif., an- 
nounces that Kwikset will now be oper- 
ated as the Kwikset Division of The 
American Hardware Corp. 


Middle Atlantic Dealers Win Awards 


For Creative Merchandising 


Five lumber merchants were the re- 
cipients of a new Paul Bunyan Award 
on June 28 at the annual Lumbermen’s 
Ball in Philadelphia sponsored by the 
Committee for the Lumbermen’s Forest in 
Israel. Samuel Cohen, general chairman 
of the committee, said that the awards 
are given as a means of focusing public 
attention to the “traditional graciousness 
of wood in the setting of contemporary 
living.” 

Selected from a study of 1,500 dealers, 
the winners were Joseph Tenaglia of 
Emily Lumber Co., Philadelphia; Martin 
Cohen of Hog Island Lumber Co., Phila- 
delphia; Charles D. Hummer of Hum- 
mer & Green, Chester, Penna.; Luther 
H. Schmoyer of L. H. Schmoyer Lumber 
Co., Boyertown, Penna.; Howard White- 
sell of Whitesell Brothers, Inc., Dallas, 
Penna 

Robert A. Jones, executive vice-presi- 


“OSCAR” WINNERS, 
L.-#e r., Martin 
Cohen; Luther H. 
Schmoyer; Charles 
D. Hummer; Howard 
Whitesell; Joseph 
Tenaglia. Looking on 
at right are Dr. Sol 
Stein, executive di- 
rector, Jewish Na- 
tional Fund = and 
Samuel Cohen, gen- 
eral chairman of the 
Committee for the 
Lumbermen's Forest 
in Israel. 
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dent of the Middle Atlantic Lumber- 
men’s Association, conducted the awards 
ceremony and Joseph W. Trickett, Jr., 
president of Llanerch Lumber Corp., 
was program chairman 

Winners were selected for “their fore- 
sight and imagination in advancing dy- 
namic concepts of consumer selling, cre- 
ative merchandising, and effective adver- 
tising to make American families aware 
of brand name products and better stan- 
dards of living.” 

A highlight of the evening was the 
premiere rendition of a new “Ballad 
of Paul Bunyan” by Edward Roecker, 
Jr. 

The committee which created the new 
industry “oscar” sponsors the planting 
of one million trees in the Negev desert 
of Israel with the help of the Jewish 
National Fund, Israel’s land development 


agency. 
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$2 Million Fire Sweeps 
Gee Co. in Chicago 


Fire touched off by lightning during 
a heavy rainstorm has caused loss esti- 
mated at $2 million in the Gee Co., 
one of Chicago’s major retailers of build- 
ing materials. Over one-third of the city’s 
fire equipment was used in fighting the 
flames, which destroyed the company’s 
one-story office and store building and a 
nearby warehouse containing lumber, 
millwork, hardware and appliances 

The $2 million loss estimate was made 
by fire commissioner Robert J. Quinn and 
Jim Gee, co-owner. The figure made it 
one of the most expensive fires in Chi 
cago’s history 

“We are continuing to do_ business 
from temporary office headquarters,” 
said Jim Gee. The company’s remodel 
ing division, garage department, tool shed, 
equipment building and huge stockpiles 
of lumber and coal were unharmed by 
the blaze 


Firms Buy and Sell 


Potlatch Forests, Inc., Lewiston, Ida., 
has acquired all the outstanding stock of 
Bradley Lumber Co., Warren, Ark., for 
$20 million. The purchase involved pay 
ment by Potlatch of $5,000 a share for 
the 4,000 shares of Bradley stock. The 
acquisition gives Potlatch an additional 
208,000 acres of timberland in southern 
Arkansas plus Bradley Lumber’s pine 
lumber and hardwood flooring mills with 
a combined capacity of about 350,000 
board feet daily and a furniture parts 
plant 

The common stock of Paine Lumber 
Co., Ltd., Oshkosh, Wis., which has been 
controlled by Mrs. Jessie K. Paine, widow 
of the late Nathan Paine and various 
other members of the Paine family for the 
past 105 years, has now passed from the 
foundling family to a new employe-owner 
group. Mrs. Paine is, however, retaining 
her interest as a preferred stockholder of 
the company. Selling price of the common 
stock was not disclosed 

The Fluor Corp., Ltd., Los Angeles, 
announces it has purchased the assets of 
Summerbell Roof Structures (a California 
corporation), large manufacturer of glued 
laminated timber products and wood roof 
trusses. The purchase price was not dis- 
closed. Summerbell Roof Structures will 
become a division of Fluor. The acquisi 
tion includes sole right to the name, 
patents, trademarks and various other 
assets related to the wood fabrication 
business. 


To Hold 3rd Convention 


The third annual convention of the 
National Institute of Wood Kitchen Cab- 
inets will be held Sept. 28-30, 1958, at 
Skytop Lodge, Skytop, Penna., reports 
the institute’s manager, Fred F. Mon- 
tiegel, 75 E. Wacker Drive, Chicago 
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Best Postal Rate for Direct-Mail 
is Third Class Bulk Mailing 


Postage rates for first class mail is up 
a third under the new regulations. How- 
ever, many dealers have long ago dis- 
covered that third class mail is just as 
effective as first class for advertising. 
For example, some dealers have found 
regular government postcards (3¢ now) 
are no more effective than cards mailed 
on the third class basis. These cards tell 
the same story at less mailing costs. 

When your advertising is mailed first 
class, it is forwarded to your customers 
at their new addresses or returned to you 
at no additional cost. But, this does not 
give you an opportunity to correct your 
mailing list because you do not know the 
new address of your customer. 

For instance, a customer of your build- 
ing material firm may move to a new 
city or a different state. Your first class 
mail will follow him for years even 
though he is not a potential customer of 
your business. 

On the other hand, when you use third 
class direct mail with Form 3547, you 
know the new address after each mailing. 
Thus, you can correct your mailing list 
and eliminate all “dead wood” to save 
money on future mailings 

Bulk mailings Regular third class post- 
al rates advances from 2¢ to 3¢ per piece 
of direct mail advertising on August 1, 
1958. 

Bulk rates for third class mail does 
not advance until January 1, 1959. It 
then goes from the former 1'4¢ rate to 
2¢. And, on January 1, 1960 it will ad- 
vance another one-half cent to the top 
of 24%2¢ per piece mailed. This is still 
one-half cent less than the regular third 
class rate when not mailed in bulk. 

Bulk mailing permits increase from 
$10 to $20 on the first of January, 1959. 
This will tend to offset the saving for 
bulk mailings. However, there is still a 
substantial dollar saving if you make 
bulk mailings on a regular basis. 

For instance, a building material deal- 
er making a regular monthly mailing to 
1,000 customers would have these costs 
as of January 1, 1959 (more savings 
during the last months of 1958 not 
counted in this chart). 


First Class Mail 
1000 pieces mailed at 4¢ for 12 
months $480 
Third Class Regular Mail 
1000 pieces mailed at 3¢ for 12 
months $360 
Third Class Bulk Mail (until January 1, 
1960) 
1000 pieces mailed at 2¢ for 12 
months plus the $20 bulk mail- 
ing permit $260 


Third Class Bulk Mail (After January 1, 
1960) 
1000 pieces mailed at 2'2¢ for 
12 months plus the $20 bulk 
mailing permit $320 
As you can see from this chart, there 
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is a considerable saving for a building 
materials dealer using the bulk mailing 
third class rate for his advertising. The 
savings increase as the number of pieces 
mailed increases. Or, if your mailing 
is not up to 1000 a month, you may find 
it to be just about as cheap to use the 
regular third class mailings instead of 
purchasing the bulk mailing permit for 
$20. 

Print permit number. Third class mail 
can be mailed with precancelled stamps 
( postage stamps already cancelled) or by 
a permit number printed on your enve- 
lope or mailing piece. 

Some building supply dealers feel that 
the use of pre-cancelled stamps adds to 
the value of the mailing. It lets your 
customers know that you have paid for 
the postage just as they do on their own 
personal mail with government postage 
stamps. 

On the other hand, some customers 
who are disgusted with the postal rate 
increase may wonder how you can use a 
2¢ stamp for your advertising when it 
costs them 4¢ to mail a letter. 

When you print your permit number 
on the mailing piece, you can save mon- 
ey. You do not have the cost of sticking 
a stamp on each direct mail advertise- 
ment or envelope. You do not have an in- 
vestment in precancelled stamps that can 
only be used for third class mailings. 

You can buy a thousand, ten thousand 
or a million envelopes all printed with 
your return address and mailing permit 
number at no extra cost. Postage is paid 
only when the mail is delivered to your 
local post office for handling 


STAR PERFORMER in Georgia-Pacific 
Corporation's current road show is this 
centuries-old giant redwood log. The 
log, which is being exhibited in schools, 
shopping center and public gatherings, 
started in Oregon and is on a nine- 
month tour of the south, southwest and 
east. It is being transported on a special- 
ly built trailer like the one used in for- 
ests. 


Urge Your Manufacturers 
To Support HIC 


Homeowner and dealer response to the 
Home Improvement Council national 
promotion program has been overwhelm- 
ing, according to HIC Newsletter. How- 
ever, support from manufacturers has 
been disappointing and the HIC is urging 
dealers to carry the national promotion 
story to their producing suppliers. 

“More than 600 manufacturers of ma- 
terials and products advertise their wares 
nationally in the home improvement mar- 
ket, yet only 91 are enough interested in 
expanding the total market to have made 
a modest HIC membership investment” 
the Newsletter told dealers. This apathy 
among manufacturers is an increasingly 
severe handicap to HIC, it was said 


Building Outlook Good, Say Dealers 


Prospects for the rest of 1958 in the 
home building, remodeling and repair 
fields are rated “good” or “excellent” by 
a majority of leading building materials 
wholesalers, dealers and contractors in 
44 cities east of the Rockies, a spot check 
by field representatives of Allied Chemi- 
cal’s Barrett Division reveals. 

The Barrett survey results are in full 
accord with similar personal interviews 
completed last month in Pennsylvania, 
Alabama and Georgia by American Lum- 
herman editors. Dealers told A.L. that 
current sales for home improvement are 
generally equal to 1957 and that new 
home activity was on the rise. 

Most of the suppliers contacted by 
Barrett said they expect repair and re- 
modeling business this summer to exceed 
totals for the same period in 1957. An 
increase in new home building activity, 
also, expected in most areas in the South 
and Midwest. Suppliers in the Northeast 
reported that new home building had 
lagged there, especially in the first four 
months of this year, when unusually bad 


weather severely hampered construction, 
but lately had spurted from 10% to 90% 
in some areas. 

The spot check also revealed that do-it- 
yourself projects are expected to account 
for approximately 11% of all building 
materials sales, according to the Barrett 
company. Ten percent of the dealers, 
wholesalers and contractors queried by 
Barrett saw 1958 prospects as excellent; 
54% said they were good. 

Current business and sales outlook is 
the most favorable in the South, accord- 
ing to both spot-checks. In Atlanta, Ga., 
for example, home building is at its high- 
est level in city’s history. 


Mile-Long Glass Factory 


Pittsburgh Plate Glass Co. recently 
dedicated its new mile-long plate glass 
factory at Cumberland, Md. The plant, 
representing the largest single expenditure 
in the corporation’s 75-year history, was 
constructed at a cost in excess of $34 
million. 
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From Insular... 


Philippine Mahogany surfaced lumber 


that can be finished without preparatory sanding 


Ease of finishing— When you specify Ilco 
Philippine Mahogany, you eliminate a costly 


step in the finishing process. Because of 


superior milling, Ilco’s remarkably smooth 
surfaced lumber requires no sanding. And 
this superb solid hardwood takes all types 
of finishes easily. 

Scientifically kiln-dried, then graded— Al 
Ilco lumber is scientifically dried in the 
company’s own kilns at the Orient’s largest 
and most modern mill. Kiln drying in- 
creases fiber strength, substantially im- 


pokeate | 


om 


proves stiffness and hardness, as well as 
bending and compressive strengths, and 
causes the wood to be more easily worked. 
Grading after drying assures you of full 
count and finest quality in your footage. 
Widest selection— By stocking the complete 
Ilco line, you are certain to satisfy the wants 
of all your customers, for Ilco, oldest and 
largest Philippine lumber exporter, has the 
widest selection of milled products, in- 
cluding three types of paneling and an 
extensive variety of moldings. 


PANELING + SIDING +» MOLDING + FLOORING + TRIM + ROUGH AND SURFACED LUMBER 


Order from the distributor nearest you 


UNITED STATES 
ALABAMA— Montgomery 
ermain Lumber Corporation 
—Birmingham 
Griffith-Coker Lumber Co., Inc. 
CALIFORNIA—San Francisco 
Davi: Hardwood Company 
—lLos Angeles 
Mahogany Importing Company 
COLORADO—Denver 
Frank Paxton Lumber Company 
ILLINOIS—Chicago 
Frank Paxton Lumber Com; 
Columbia Hardwood Lumber Cuupany 
INDIANA—New Albany 
Chester 8. Stem, Inc 
1OWA—Des Moines 
Frank Paxton Lumber Company 
LOUISIANA—New Orleans 
Dixie Lumber Company 
MASSACHUSETTS—Charlestown 
Winde-McCormick Lumber Company 
MISSOURI—Kansas City 
Frank Paxton Lumber Company 
NEW MEXICO—Albuquerque 
Frank Paxton Lumber Company 
NEW JERSEY—Camden 
Du Bell Lumber Sales Company 
NEW YORK—Brooklyn 
Anchor Sales Corporation 
Black & Yates, Inc 


NEW YORK (cont.) 

—Eden (P.O. Box 478) 
Griffith-Coker Lumber Co., Inc 
NORTH CAROLINA—Greensboro 

Brown-Bledsoe Lumber Company 
PENNSYLVANIA— Philadelphia 

Fessenden Hall Plywood, Inc 

—Pittsburgh 

Germain Lumber Corporation 
TEXAS—Fort Worth 

Frank Paxton Lumber Company 
WASHINGTON—Seatftle 

Matthews Hardwoods, Inc. 


CANADA 
ALBERTA—Edmonton 
Fyfe Smith Hardwood, Ltd 
—Calgary 
Fyfe Smith Hardwood, Ltd 
BRITISH COLUMBIA— Vancouver 
J. Fyfe Smith Co., Ltd 
ONTARIO—Toronto 
Robert Bury & Co. (Canada) Ltd 


QUEBEC— Montreal 
Robert Bury & Co. (Canada) Ltd 


HAWAII 


HONOLULU 
American Factors, Limited 
Shuman Hardwood Lumber Company 


If none of these distributors is near you, write us direct 


INSULAR LUMBER SALES CORPORATION 


1405 Locust St., Philadelphia 2, Pa. 
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LOADING METHODS discussed by Rob- 
ert B. Brown (left, above); dealer Harold 
Lehman of Moser Lumber Co., Naper- 
ville, Ill.; and dealer J. W. McCracken, 
Leechburg, Penna. 


New Tests for 
Modular Lumber 


Lumber loading methods for maximum 


|mill and retailer convenience were stud- 
| 
lied recently at the Murraysville, Penna., 


warehouse of Weyerhaeuser Sales Co 
Taking part in the studies were Weyer- 
haeuser representatives together with 
J. W. McCracken, developer of the mod- 
ular lumber system, and Robert B 
Brown, materials handling director of the 
NRLDA. 

McCracken explained that continual 
improvements are being made in unload- 
ing techniques using the modular packets 

(The Modular Lumber System, incor 
porating units 20” and 24” wide, is fully 
explained in a new reprint, “What You 
Need to Know About Modular Lumber,” 
available from American Lumberman, 
59 E. Monroe, Chicago 3, Ill., for 50 
cents each.) 


Now You Can Lease 
Store Fixtures 


All display fixtures and other store 
equipment can now be leased instead of 
purchased through a new plan announced 
by Louis I. Chernoff, president of Shur- 
Neff, Inc., Minneapolis, Minn. 

rhe plan is designed to permit a store 
owner to start up in business, establish 
a branch or to remodel without tying up 


|capital or taking a new short-term debt 


to pay for fixtures, Chernoff said. Leases 
for the store equipment will run as long 
as 20 years. 

“We will be in a position to offer a 
package deal covering everything from 
air conditioning, lighting and office furni- 
ture to display fixtures, counters and 
sales banners,” Chernoff said. 





More Dealers 
than ever before are 
reading American Lumberman 
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4 out of 5 women, according to dealer 


reports, prefer over all others the smart, up-to-date 


PIONEER WALNUT n wheat, silver gray 

- . ; “4 "4 . f florentine, russet and French walnut achieves 
patterns, fashion-right colors, and rich, true-to-life imsurossses seni. eauty,"and. aunty 
% _ « One of the finest woodgrains of al Pionite 

Lifetime Laminates offer the most complete 

selection of native and foreign woodgrains as 


woodgrains of Pionite Lifetime Laminates vei s'secsative patiens 


les nigna * 


if sanfased - - 
~« Piontte....... 

‘ - Bathroom - Table Tops 
PIONITE FLITTER, new, giamorous, glitter- 
ing with flecks of metallic gold and silver 
on backgrounds of white, charcoal, aqua, pink 
yellow ideal for kitchen counters and vani- 
ties. Pionite Lifetime Laminates are available 
in 14 convenient sizes from 30” x 48” through 
48” x 120”. 





PIONITE COLONIAL MAPLE, in soft neu- 
tral brown, also in Golden Maple, a warm 
blonde tone. Two great favorites with tradi- 
tionally-minded women. You'll find Pionite Life- 
time Laminates fabricate easier, produce better 
jobs, bigger profits. 











PIONITE SPINET, a striking multicolor with 
backgrounds in charcoal, coral, pink, yellow, 
white, and blue — the perfect pattern to 
dress up kitchen work surfaces and vanities 
Spinet is another reason why Pionite appeals 
to a woman's critical style sense and appre- 
ciation of sound value. 








PIONITE TV MAHOGANY, warm meliow, dis- 
tinguished-looking; one of a group of luxurious 
mahogany grains. Pionite’s precision quality, 
melamine-armored surface resists cigarette 
burns, hot fats, fading, fruit juices, heat up 
to 275° F., defies scuffs, dents, scratches, 
chipping, cracking, or breaking. 


ake Fens ys Cas 


Dimensiona! Vanities by Raygold Industries, Copiague, L.!., N.Y. 


Pionite seen 


SALEM, MASS. 
LIFETIME LAMINATES 


The modern melamine high pressure plastic laminates used in 


Please send me your latest brochure show- 
ing full-color selection of patterns. 


Name 





over 8 million homes, business and industrial establishments. Address 


City 


PIONEER PLASTICS CORP., Salem, Mass., Sanford, Me., Los Angeles, Calif. 





fast 
delivery 


when you buy 


ih, nedlline 


® MILLWORK 


pincer! , 


from the mill 


Two weeks is our normal serv- 
ice on all items shipped from 
stock. Crestline’s lower mill- 
to-dealer prices mean more 
profits to you. You can buy 
in carloads or truckloads, 
with LCL or LTL fill-ins. Keep 
your inventory where you 
want it and give your cus- 
tomers prompt service and a 
nationally advertised brand. 
Get more information today. 


Write the SILCREST COMPANY 


W ausou, Wisconsin 
Western Ponderosa Pine « Union Label 


Removable Double-Hung 


Window Units 


Bifold _ 
Door Units EE) 


y| 7] Removable Stideby 

Window Units Stacking Awning 
rT Window Units 
\ Casement 

| Window Units egy Door 

; Frames, Combination 
Seu-St -Storing Storms & Screens (with aluminum 
frame inserts), Louvered Doors & Shutters, Com- 
bination Aluminum Doors, Panel & Sash ‘Doors, 
and other allied products. 
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What's Happening 
LUMBER PRICES 
Boosts Plywood Prices 
Evans Products Co. has announced 
a boost in its fir plywood prices. 
Sanded fir plywood has been raised 
to $72 a thousand square feet from 
$68 for the 44”-thick base grade and 
sheathing plywood to $112 a thou- 

sand for the %”-thick grade. 

“We think the market justifies it,” 
said C. H. Short, vice-president of Ev- 
ans Products’ Western div. “However, 
shipments will continue out of backlog 
order files at the lower $68 and 
$106 levels until the old orders are 
exhausted,” he added. 


From the Markets 

SEATTLE—Most lumbermen_ be- 
lieve the bottom has been reached in 
prices and are hoping something will 
happen to increase sales. Transit cars 
are out in good numbers, but are 
hard to sell. Green fir dimension has 
had several ups and downs; timbers 
are soft. 

TACOMA—Plywood sheathing as 
well as popular construction grades 
continue to show an upward trend 
Following a jump to $105 a thousand 
for %”-thick sheathing announced 
by Weyerhaeuser Sales Co., Georgia- 
Pacific Corp. has boosted its price 
from $102 to $106. Weyerhaeuser 
spokesmen said that while they have 
not as yet raised to $106, continued 
demand indicates more boosts are 
coming. 

BALTIMORE—tThe southern pine 
and fir markets show a slight firming 
up in the past few weeks. Prices on 
both lumbers are pretty much the 
same, although fir prices have ad- 
vanced slightly due to increases in 
mill prices. Yellow pine sheathing can 
now be had for around $100 to $105 
per M; while west coast fir dimen 
sions bring in the vicinity of $110 to 
$115 per M. 

Prices remain pretty much as they 
have been on hardwoods. Cherry in 
the 4/4 FAS brings around $500 per 
M, Appalachian red oak is quoted at 
$300 per M, with some as low as 
$250; white oak brings close to $355 
per M for the 4/4 FAS and poplar 
is the same. Birch is quoted at about 
$430 per M, walnut at $700 per M 
and Central American mahogany at 
around $585 per M. Hard maple in 
the 4/4 FAS kiln-dried can be had 
for $350 per M, while soft maple in 
the same grades is around $300 per 
M. 

KANSAS CITY—Prices are stabil- 
ized at recent levels. The scarcity of 
1 x 4 No. 2 yellow pine flooring is 
general in the area, but prices are 
holding unchanged at $75. Boards 
are unchanged in price at $80 for 
1 x 6s and $82 for 1 x 8s. On di- 
mension, 2 x 4s at $90 for 16’ lengths 
and $86 for 2 x 8s are unchanged. 
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BUILT-INS 
are 


\ valor je yrel 
GAS and ELECTRIC 
BUILT-IN RANGES offer you, Mr. 
Dealer, an opportunity to buy 
at distributor prices. You can 
qualify if you have salesmen 
calling on builders and if you 
have display space. Write today 
for folders and prices. 
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NO FRONT C CUTOUTS 
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TENNESSEE STOVE WORKS 


CHATTANOOGA (1!) TENNESSEE 
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/-NOWKOXCR WS takes Redwood 
ON ITS EXCITING ROADSHOW! 


For Lumbermen... 


It’s the modern White 3000 functionally 
designed for more deliveries. ..in less time 
.. at lower cost. Whites are engineered 
to your exact delivery needs — get 
facts from your nearest White 
Representative. 


White 


7° ~ or 


It’s a long, rugged trip from the forest for this huge 
Redwood in the Georgia-Pacific Corporation Road- 
show ...a trip that requires a husky truck with plenty 
of power and stamina. 


From Forest To Building Site... 


It’s the same story! You need trucks in logging that 
have the quality to stand up under toughest work 
conditions, carrying big loads, on and off-the-road. 
You'll see Autocar on the big jobs—everywhere! 
If you would like to hear more about customer- 
designed Autocars for your business, write— 


‘autocar| THE WHITE MOTOR COMPANY 


BUILDING PRODUCTS MERCHANDISER 
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HUSH-TONE?+ CEILING TILE. Today’s mark of a INSULATING ROOF SLABS. Roof deck, insulation, 
truly modern home. Patented Linear-Random design built-in vapor barrier, finished ceiling, plus continuous 
in exclusive true white factory finish, or in color-flecked vapor seal at all joints. (Or without vapor seal and 
Fiesta pattern for the “interior decorator” touch. barrier.) Ideal for exposed-beam construction. 


INSULATING SHEATHING. Superior insulation 
value, structural strength, durability. Builders agree 
Life-of-Building guarantee makes prospects quality 
conscious, helps close sale. Available with your own 


or your builder’s name imprinted. 


A FAMOUS LINE OF QUALITY BUILDING PRODUCTS... 


CELOTEX 


REG. U.S. PAT. OFF. 


THE 


PRE-SOLD NAME 
THEY KNOW BEST 


Names people know and trust help your builder custom- 
ers sell more homes...help you sell more building ma- 
terials! The good name of Celotex has been established 
by over a third of a century of consistent national adver- 
tising and consistent product dependability—Celotex 
means “quality” to public and trade alike. Put the sales- 


power of this great pre-sold name to work for you! 


WHEN YOU ORDER...WHEN YOU SELL... 
SAY CELOTEX! IT PAYS! 


* REG. U.S. PAT. OFF. 





T TRADE MARK 


eae enn 
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Illustrated above: MODEL HOME BRAND 
NAME DISPLAYER available to builders fea- 
turing Celotex and other famous brand 
names. For further information, write The 
Celotex Corporation. 
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MINERAL WOOL BLANKETS. Preferred ceiling and 
wall insulation. Spun-Process manufactured for lighter 
weight, extra resiliency. Reflective and regular types. 


TRIPLE-SEALED* ASPHALT SHINGLES. Color- 
harmonized. Complete line includes strip shingles in 
standard weight, new square-tab wind-resistant Celo- 





CELO-ROK* GYPSUM WALLBOARDS. High-purity 
gypsum deposits plus rigid quality control in manu- 
facture insure uniformly superior wallboard products. 


Full, medium and utility thicknesses. Lok* and self sealing Celo-Sealt shingles. Also a complete line of joint finishing products. 


pre-sold through over a third of a century of national advertising! 


CELO-ROK* PLASTERS & LATH. Base and finish-coat 
gypsum plasters, “tailor-made” to assure proper set- 


Our Superior Construction 


rus 


These Famous Brand Name Products 


Mane THIS 


A Better Home...A Better Investment 


ting qualities for your area. Plain, perforated, foil- 
backed or long-length lath. 


RH. JONES & SON, Builders 


CRANE 
Bathroom Firturas 


CELOTEX 
 Iasalating Sheathing 


CFELoTexX 
Triple-Sealed Rooting 


ANDERSEN 
Wirdowalls 





HARDBOARD SIDINGS. Beautiful, durable, easy to 


WESTINGHOUSE 
siding applied with aluminum 


Electrical Appliances 


CELoTEX 


lasulating Blankets paint. Channel-Lap 


channels; factory primed; invisibly fastened; self- 
YOUNGSTOWN ventilating. Verti-Groove* panels offer modern verti- 
Kitchens 


LENNOX ‘ 
lap, panel or shingle 


Hearing System 


cal plank effect. Texboard 
siding; striated surface. 


CeLo ROK 
Gypsum Wallboard 


KENTILE 





INSULATING SIDINGS. Granule-surfaced Celotex 
Insulation Board panels for modernizing and low-cost 
new construction. In a variety of colors and blends. 
Three types: exclusive Colonyt stone; brick design; 


FOR SAMPLES, HELPFUL LITERATURE, CONSTRUCTION DATA, CONTACT 
YOUR CELOTEX REPRESENTATIVE OR DEALER, OR WRITE DIRECT: 


THE CELOTEX CORPORATION * 120 S. LASALLE ST. * CHICAGO 3, ILLINOIS and striated or wood-grain lap sidings. 
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L-0-F SSS HOME INSULATION 


MEANS 
e LESS STORAGE SPACE 
¢ LOWER HANDLING COSTS 
e FASTER INVENTORY TURNOVER 


No other home insulation offers a greater 
combination of profit possibilities for building 
supply dealers. 
Let’s examine the basic principles of making money 
these days in the home insulation business. 
FIRST, warehouse space is a big problem. The 
insulation you handle should come in compressed 
rolls that require less storage area per square 
foot of insulation. This will also hold truck space 
requirements to a minimum, saving on 
transportation costs. 
(L°O*F Glass Fibers’ Home Insulation takes 
only 25% of the storage space of ordinary 
insulations.) 
SECOND, handling costs are important. The 
insulation should be extremely lightweight. 
Workers should be able to stack rolls without using 
lift trucks. Loft space can then be utilized 
without worry about the weight factor. 
(One bag containing 400 sq. ft. of L*O*F Glass 
Fibers’ Home Insulation (standard thick) weighs 
only a fraction of the same quantity of ordinary 
insulation.) 
THIRD, slow-inventory turnover slows profits. If 
your insulation does not offer superior home-selling 
advantages and top insulation performance, 
your warehouse space is not being used profitably. 
(L*O*F Glass Fibers’ Home Insulation offers com- 
fort-benefits unduplicated by other insulations.) 
By any standard of comparison, L*O*F Glass 
Fibers’ Home Insulation offers the greatest profit 
possibilities in the market today. 


*Patent Pending ©Copyright, L-O-F Glass Fibers Co 





9 
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: 


a 


1. Packages of compressed rolls take 2. Lightweight rolls are easier to 3. It's Thermo-Sensitive. Helps home 4. Soft and pleasant to handle. 
less than half the space of other handle on the job... easier to cool off faster in summer .. . cost Doesn't settle or crumble. 
types of insulations. load and unload. less to heat in winter. 





Immediate delivery is assured from distribution points all over 
the country. Available in standard widths and three thicknesses. 
For the name of your distributor, write: L*O*F Glass Fibers Co., 
Dept. 58-78, 1810 Madison Ave., Toledo 1, Ohio. 


L°-O-~-F GLASS FIBERS COMPANY rotevpo i, oun!10 
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Advertising Eye-Catcher 


A giant simulated key, cut out of 
hardboard, painted red and mounted 
on a salesman’s olive green Volks- 
wagen by one of the company’s truck 
drivers is being used as an advertising 
gimmick by L. Jackson & Sons, Inc., 
a building materials retailer in New 


i a comeoae “We'd find it difficult to operate 


pictures,” says president Lawrence 
Jackson, Jr., “and it’s been written up . ” 
in several newspapers successfully without the Yellow Pages 
Toh Po OOH Tag 
says JOSEPH J. PELTZ, GETMAN & JUDD, Stamford, Conn. 


“Although our business is over 100 years old, newcomers to the area would 
not know about us without our advertising in the Yellow Pages. 


“We know our advertising in seven Connecticut telephone directories brings 
in calls and orders. Shortly after our New Haven store opened, the new 
Yellow Pages directory came out and within two weeks we got a call to 
remodel a kitchen. That sale more than paid for the advertising. 


: “We carry a number of advertised brands and tie in with the manufacturers’ 
k ' promotions by listing our name under their trade-marks in the Yellow Pages. 
This helps buyers to find us quickly.” 
, i yers y. 
Mobile Bargain Counter 


Mobile rack for shorts and odd- 
and-ends has meant plus sales for 
Krohne Bros., Okawville, Ill. Although 
the firm is located in a town of only 
850, the self-service rack has added 


ee eteteatinend AS) 
as much as $25 daily to the dealer's The 


Th.4 7 PELEe 
r REGIS PANELYTE PLASTICS Fa. © % JUDD 
l urns D ic O. 


Green Stamps 
wearlag kitchen werk surfaces, to ORS ond WINDOWS » FOLDING DOORS « FLOORING 
Green stamps are used by many bles, furniture, vanities, schoo! 
dealers to encourage consumer traffic, — tee 7 and store 
but Kenson Lumber Co., Clearwater, — contour Tep—melted, 
; : surface PAINTED FURNITURE » WORK BENCHES 
Fla., has tied a string to their stamp eee CHEM COUNTER TOPS « BATHROOM. VANITORIGS 
plan and it works very effectively. A “WHERE TO BUY THEM” } Conmiaion TO HOME OWNERS AT OUR NEW 
store sign states: ; FABRICATORS-DEALERS INTAINED FOR YOUR ASSISTANCE ANO CONVEN- 
“S & H green stamps will be given GETMAN & JUDD CO -e. 
on accounts only when paid in full SCOTT H M CO DAvis 4-5731 gape re 
on or before the end of the month.” 396 So Pacific [reen rrm oman masah Yo aabvet Yaa mame Waar 
Women want the stamps and make DAvis 4-5731 
sure that their husbands pay up 4465 Cone! Street Stemtord 
promptly. Kenson Lumber collects 13 TRADE-MARK LISTINGS under dif- 
about 90% of their current receivables ferent suppliers’ trade-marks in 17 DISPLAY ADS (%4-page shown reduced), 18 
by the end of each month, says general the Yellow Pages identify Getman listings under such headings as Kitchen Cabinets, 
manager George Travis. & Judd with quality brand names. Millwork help sell for Getman & Judd! 


Your advertising under appropriate headings and trade-marks in the Yellow 
Pages reaches prospects when they're ready to buy. Call your telephone 
business office for full information. 
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This Curtis Dutch door and Curtis Silentite casements are typical Curtis Woodwork 
products featured in Curtis advertising appearing in Better Homes and Gardens, Ameri- 
can Home, House & Garden, and House Beautiful. Consistent advertising like this helps 
Curtis dealers sell Curtis Woodwork—year after year. 


CURTIS @ 


WOODWORK heart of the home Insulated window 
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Curtis Woodwork variety can build 
year round profits for dealers 


If you’re looking for features that will capture a build- 
er’s or home owner’s interest, consider the broad Curtis 
line of wood windows, doors, cabinets, mantels, trim 
and other woodwork. The Curtis line comprises hun- 
dreds of different window and door styles—all distinc- 
tive ways to achieve variety. Curtis makes these 
products easy to sell with window and door Selector 


lf. 


Above are a few selections from the broad Curtis line 
of windows, doors and entrances. Curtis also makes 
the well-known New Londoner flush door line. 


URTIS 


WOODWORK 


BUILDING PRODUCTS MERCHANDISER 


Charts which Curtis dealers use with their prospects. 

Curtis backs up national advertising with other sales- 
building helps for dealers. Your Curtis sales represent- 
ative will gladly explain why dealers find it more 
profitable to sell Curtis Woodwork—famous for beauty 
and quality. Write us if you are interested in greater 


woodwork profits. 





heart of the home 


CURTIS COMPANIES INCORPORATED 


Clinton, lowa; 

Wausau, Wisconsin; 
Chicago, Illinois; 

Sioux City, lowa; 
Lincoln, Nebraska; 
Minneapolis, Minnesota; 
New London, Wisconsin; 
Oconto, Wisconsin; 
Scranton, Pennsylvania; 
Charlotte, North Carolina; 
Atlanta, Georgia 
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dord Dur-O-wol every course 


Ste 


Test Results Prove that 
DUR-0-WAL is your 
Most Economical and 
Effective Steel 
asonry Reinforcement 


TEST WALL 
Mortar — Class Al 
ASTM Standord C-270-52T 
8x8x16—Haydite Block 
Av. Comp. Str. 1275 psi 


WALL 


IN TEST 


POUNDS OF STEEL 


ty Ind course 


O-wol every Ind course 
5.05 ibs. steel! 
course 
5.6 Ibe. stect 
6.25 libs. ste! 


16" «« 


Extre Meewy Ovr-O- wel 

increase ia strength ever nen-reinterced wells 
Srenderd Dur 

smereese ia vivength ever nen revaterced wells 
Rolled netting every 

crests m etrength ever 

nen-cowlereed wells 

Deep weld lodder type A every course 





Tests Conducted by Toledo University Research Foundation 
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Dur-O-waL with patented trussed design out-performs other 
reinforcings two to one. . . reduces lineal foot requirements 
by half... cuts building costs. Every pound of high tensile 
steel in Dur-O-waL works twice as hard because the exclusive 
trussed design and superior bonding characteristics make every 
inch work together as a unit. Test results prove why building 
experts insist on Dur-O-waL .. . the steel masonry reinforce- 
ment that exceeds ASTM specifications .. . by far your best 
and most economical buy. 


Research findings available on request. 


mae Rigid Backbone of Steel For Every Masonry Wall 


4 if Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, IA. Dur-O-wal Prod., 
| Inec., Box 628, SYRACUSE, N.Y. Dur-O-wol Div., Frontier Mfg. Co., Box 49, 
PHOENIX, ARIZ. Dur-O-wol Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. 

2 Dur-O-wol of bil., 119 N. River St., AURORA, ILL, Dur-O-wal Prod. of Ala., Inc., 
Ei, Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and Court St., 
PUEBLO, COLORADO Dur-O-wol Inc., 165 Utah Street, TOLEDO, OHIO 
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eu.amente Capitalize on the Big Demand for 


| TY "Family Room" Living Area 


ALUMINUM 
FRAME 


All panels at top — AIR-TIGHT SEAL => H | a 
screened ventilation ve 


below head level. 
ds 
(0) 

















PIN-LOK SASH SPRING 
DEVICE MOUNTED FOR 


‘CASHIN OPERATION. | FOR REMODELING AND NEW HOME CONSTRUCTION 


POSITION 
wap on yr ot fleet Never before has the demand for “Family Rooms” 
aiid Feat. 1 and added living space been greater than it is 
today. Now—at relatively low cost to the 
homeowner — you can fulfill this demand and 
enjoy a profitable sales volume at the same time 
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DeVAC, Inc., Dep:. AL7 


5900 Wayzata Bivd * Minneapolis, Minn 
Please send me complete informa- 


tion on DeVAC GlassWalls. 


NAME 


PANELS SLIDE IN 
SEPARATE METAL 
ALLOY CHANNELS 














—_ EXCLUSIVE 

Panels all ot center . OX SILL 
creates “thermo-air” consTRUCTION ge 
circulation. FOR SIMPLE WOOD FRAME 
INSTALLATION _-2. TREATED FOR 

TERMITE AND . 


DECAY 
_ PROTECTION 





_ 


COMPANY 
ADDRESS 


CITY STATE 
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>, a 


o eVAC, § oy Cf} @ Exclusive Distributorships Available in Select Territories 


Dept. 810, 5900 Wayzata Bivd., Minneapolis, Minn. 
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J&L NAILS... 


now standard in new 50 Ib. carton 
and the familiar 100 Ib. carton 


...at no extra cost: 


Nail inventory is more complete 
with J&L’s new 50-pound card- 
board carton, now available at 
no extra cost. 

J&L’s colorful 50-pound car- 
ton, made of 275-pound test 
board, is tough and durable with 
a two-piece telescoping design. 
Hand holes facilitate handling. 

The full-weight carton is only 
seven inches high. Other dimen- 
sions are 9” x 9”, 10” x 10” or 
11” x 11”, depending on the nail 


size. The new package permits 
fast, easy stacking with no waste 
of storage space. 

In addition to the standard 
cartons, J&L’s fast turnover 
line of nails is also pre-packaged 
in one-, five-, 10- and 25-lb. boxes. 

Next time you order, ask for 
J&L controlled-quality nails. Get 
name of your nearest supplier by 
writing to Jones & Laughlin Steel 
Corporation, 3 Gateway Center, 
Pittsburgh 30, Pa. 


Jones & Laughlin Steel Corporation 


PITTSBURGH, PENNSYLVANIA 
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ACOUSTICAL 


NOISE CONTROL FEATURE 


Micrometer-size perforations, 
practically invisible, 
provide acoustica/ correction! 


NEW 


A MAJOR IMPROVEMENT IN DECORATIVE ACOUSTICAL CEILING TILE 


TODAY homes, offices and stores can have strikingly beautiful 


ceilings that soak up unwanted noise as a sponge soaks up water 


And best of all, these benefits are available at surprisingly moderate 


cost. The answer, of course, is the new Nu-Wood decorator acoust 
cal tile with ‘‘Micro-Perf’’ noise control feature 


THE NEEDLE like sound traps of this new Nu-Wood ‘‘Micro-Perf 

tile are practically invisible after installation and yet the beauty 
of the travertine fissured pattern is there to provide a smart decora 
tive touch. This fissured pattern of Nu-Wood tile, in either beige or 
gray colors, creates a distinctive three-dimensional ceiling effect 
It has the look of expensive luxury but costs far less thar 
materials which resemble it 


NERSIOg 
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. 
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NU-WOOD ‘Micro-Perf’’ decorator acoustical tile has a 

of Sta-Lite€ the famous white, non-glare coating that reflec 
more than 75% light. The tile surface is flame-resistant. Decorator 
pattern is two-tone, creating an authentic fissured appearance 


AVAILABLE IN DECORATOR BEIGE AND 
GRAY FISSURED PATTERNS 


COLOR styled by the nationally-known Rahr Color Clinic, Nu-Wood 

Micro-Perf’’ decorator acoustical tile points ahead to new trends 
in ceiling beauty with the plus feature of unseen noise contro 
For other Nu-Wood tiles, please see other side 


BE. 
NV ¥ WOOD CONVERSION COMPANY e FIRST NATIONAL BANK BUILDING e ST. PAUL 1, MINN 
oe! @ gE 





NU-WOOD Beige TILE NU-WOOD 


gn of tile permits the ceiling to play an important 


Gray TILE 


e whole decorative scheme 


part in tt Decora 
r x 12” tile with Nu-Wood all-purpose appl 


Gray pattern color is available in 12 


atio 
2asy installation. The fissured design of Nu-Wood Decorator tile is r repetitive for a mor 
eiling effect 


f the travertine pattern 


This wide choice is your wise choice with 


NU-WOOD PATTERN ACOUSTICAL TILE NU-WOOD PATTERN ACOUSTICAL TILE NU-WOOD 
Offers a P way t give nteriors nm Jerr Has nd t € f id tica 7e. eve y prove ter 


PLAIN SURFACE TILE 
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ty t add 


ated purt 
pure 
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# 
Invisible application of 


Superior stapling appli- Nail fastening, preferred Fast, permanent applica- 
tile with Nu-Wood clips APPLIC TION cation with Nu-Wood on some applications. tion to smooth surfaces 
for positive attachment. all-purpose joint. 


with adhesive. 


SOLD BY LUMBER DEALERS6 ) WOOD CONVERSION COMPANY 


First National Bank Building, St. Paul 1, Minnesota 
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The Winner—Toda v's Home 


John Fischer in the current issue of Har- 
per’s reviews the great changes taking place 
in “status symbols,” the visible signs which 
indicate a man’s success in his community 
He comments: 

“America’s No. | status symbol 
long held by the automobile—will again be 
the home, as it was 50 years ago. It will 


a place 


betoken the owner’s social standing, not by 
any measure so crude as price alone, but 
by a whole set of more subtle indicators. 

“These include the quality of its archi- 
tecture, the layout of its gardens, the pictures 
on the walls, the nature of its library and 
record collection. This phenomenon is, of 
course, closely related to the turning inward, 
the domestication, the withdrawal from 
gregarious activities, including night-club- 
bing and political movements.” 

Fischer's only error is to speak of the 
growing importance of the home as some- 
thing which will happen in the future. This 
feeling by the public has been with us for 
several years now and has intensified in spite 
of the recession. 


oo Dodge Reports, for example, show 

residential contract awards off only 3% 
in the first five months of 1958. And many 
contractors report that nation-wide harsh 
weather in this period artificially held down 
many starts. By way of contrast, auto sales 
were off 29%. 

But the most significant indication of 
America’s growing affection for its homes 
is the spurt in substantial remodeling across 
the country. There is strong evidence that 
remodeling is now, or soon will, rival new 
home building from the dollar volume point 
of view. 

Remodeling is essentially a service busi- 
ness—perhaps 60-65% labor and supervi- 
sion and the rest materials. Let’s frankly 
admit that the remodeling boom finds this 
industry ill-prepared to plan the extensive 
remodeling demanded by the general public. 
There are exceptions, of course, but it will 
take time and money to fully swing over to 
full scale promotion of remodeling at the 
dealer level. 

We do not share the glib generalization 
of many who may lambaste lumber dealers 
for “not jumping into the remodeling busi- 
ness.” By citing the examples of many out- 
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standing dealers month-after-month we show 
what can be done by careful planning, se- 
lecting the right people and running con- 
sistent advertising. It is perhaps significant 
that this critical comment often comes from 
manufacturers who have not joined HI¢ 
and those who have never sold a job o1 
supervised it through to completion 


he patience of the prospect with a 
T good-sized job on his mind seems to be 
almost unlimited. Recently a neighbor of 
ours began requesting sketches and bids for 
a kitchen remodeling job. In each case he 
fully explained what he wanted to lumber 
dealers, kitchen specialists and Sears, Roe- 
buck. 

Two “musts” for this kitchen were an ex- 
tension of the room to provide added dining 
space and paneling for the walls. It is sig- 
nificant that out of five quotations only three 
bothered to include the room addition o1 
paneling in their quotations. Eventually this 
homeowner got his remodeled kitchen to the 
tune of $7.250 but only after weeks of an- 
noying delay. Sears, incidentally, did not get 
this job because they, too, failed to really 
listen to the prospect 

New homes, remodeling, are, of course 
only part of the dealer’s volume created by 
renewed interest by the family in their home. 
The consumer will continue to buy mil- 
lions of dollars worth of repair and main- 
tenance merchandise from yards properly 
set up to service this class of trade. 


— from almost every angle, the 
lumber dealer’s future is both bright and 
challenging. Because store traffic is increas- 
ing his role in the distribution chain has a 
greater importance. There are new markets 
to sell and less of a scramble for only con- 
tractor volume. Small stores are flexible. 
They can more rapidly cut costs. It all de- 
pends on grasping the opportunity at hand. 
Really demonstrating the enterprise of the 
free enterprise system. 
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TEASER AD 
aroused curiosity 
for lumber compa- 
ny contest. 


e194 PORTABLE Ty ser.poury u, 
7208S OF 2 tree 20 Gus 


NNY JOHA 
LUM HNSON 


2434 LIDSTONE® Waste 


f" 


Johns-Manville 


mOEALER : Gola Bond” 


” 


YARD SIGN plugged dealer's contest by announcing 
prize awards. Carpenter figure, who become ‘‘Johnny 
Fix-It,"’ was identified with firm from the start. 


How to Ballyhoo Your 


Suppose you open a home 
improvement department. How 
do you tell people about it? 
Here's a step-by-step promotion 
developed by a Texas dealer. 


CONTEST DRAWING drew good crowd, but it was not nec- 
essary to be present to win a prize. Soft drinks and souvenirs 


were dispensed free. 
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SHOWROOM WINDOW was used to display contest prizes 
awarded the winners. Eight prizes ranged from a television 
set to 20 gallons of paint. 


BILLBOARD SIGN carried the suspense further. The carpenter 
caricature is 26 feet high, attracted the attention of thousands 
of motorists. 


BIG DISPLAY AD announced prizes and 
included entry blank. Note consistent use 
of company's cartoon character. 


HOME IMPROVEMENT SERVICE 


When a lumber dealer begins an average home improve- 
ment program nowadays, it’s not big news to anyone ex- 
cept to its personnel and its competitors. But when the 
company hits on a scheme to get 700 individuals—poten- 
tial customers—to join wholeheartedly in the act, it be- 
comes front page news! In the lumber business—or any 
other—it appears again that it ain’t whatcha do, it’s the 
way you do it! 

The “Johnny Fix-It” contest staged by Houston’s John- 
ny Johnson Lumber Company was not a promotion laid 
out expensively on the desk of an advertising agency. It 
came right out of the yard, planned through every suc- 
cessful stage by the company’s manager, Ralph Isaaks 

Special training and talent? He laughs. “Nothing more 
than a big bump of curiosity, plus a hunch that I could hit 
on the right appeal to the people we want for customers,” 
he explained regarding his background. 

Some nine years ago when the company was formed, a 
salesman was talking about the importance of trademarks 
and suggested that an ideal identification would be a car- 
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toon-style carpenter. But it was not until last year that 
the littke man, now officially known as “Johnny Fix-It,” 
was turned over to a local stgn company and brought into 
existence. He now appears on everything belonging to 
the company—business cards, letterheads and envelopes, 
advertisements, invoices, purchase orders, trucks, billboards 
and advertising give-aways. However, until the home im 
provement service was undertaken, he was not the prom- 
inent Houstonian which he is today. 


Ads create suspense. As new home construction began 
leveling off in this Gulf Coast city and home improvement 
business boomed, the lumberyard set up for the new 
service. Then it faced the eternal puzzle of bringing it to 
public attention. Isaaks, a man with an eye for the 
unusual, began watching a nylon stocking advertising 
campaign—characterized by a strong element of suspense. 

Could suspense be injected into a lumber advertising 
campaign? Difficult, perhaps, but he thought it could be 


(continued on next page) 
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NO. 925 PNEUMATIC 


DOOR CLOSER 
IVES... 


i f A 
1 @) ay VR OlUhY | Say ce) 7), 
and COMBINATION DOORS 


The one real "'standout” in the field ! For right or left- 
hand doors—opening in or out. Special head jamb bracket 
(shown above) adds rigid support preventing side jamb 
bracket screws from pulling out. Extra heavy plunger rod slides 
in brass anti-friction bearing. Hold-open washer holds door 
open in any desired position. 





Extra added feature! 
Longer jamb bracket permits 
the door to open approximately 
120° before closer hits the 
door. Heavy duty spring inside 
barrel absorbs shock when door 
is opened beyond 120°. 

















COUNTER DEMONSTRATOR 
AVAILABLE 


POSITIVE 
CLOSING POWER 


ADJUSTABLE AIR VALVE 
REGULATES CLOSING SPEED 


SMOOTH 
CUSHIONED CONTROL 


CLOSING SPRING ADJUSTABLE 
FOR VARIOUS WEIGHT DOORS 














THE H. B. IVES COMPANY 
NEW HAVEN, CONN. 
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ed for most of the advertisements. Then, like Topsy, the 
campaign just grew. Even though the theme was carefully 
planned, the ads were improvised from week-to-week. 

The same size—three columns by four inches—and page 
location were carried throughout the campaign. The initial 
ad featured the little carpenter, the company’s name and 
address and a large question mark. On the following week, 
the same layout was repeated, but the question mark was 
replaced by two lines of tiny, six-point type reading 
“Watch this littke man. He will have something for you” 

A day or so after this ad appeared, a billboard was 
erected by the company along a feeder road leading to 
the Gulf Freeway. The theme was the same—*“Watch this 
man”’—but the little carpenter towered 26 feet high beside 
the sign. 

Free news story. Advertisements run during the fol- 
lowing three-week period carried the same teasing, sus- 
penseful note. Readers were told to look for the little 
man and for the announcement of a contest. Meantime 
another billboard went up in the lumberyard’s parking 
area just as details of the contest were broken in the 
newspaper. This ad took nearly a half-page of the neigh- 
borhood section and listed the contest prizes—$500’s 
worth. A portable television would be given to the person 
who submitted the most appropriate name for the little 
carpenter. Seven other prizes ranging from a power mower 
to gallons of paint would be awarded. 

An entry blank was included in this ad, as well as a 
map for people who wanted to visit the yard. On the 
same day, the newspaper gave editorial space to a story 
written around the contest. Prizes were displayed in the 
window of the company’s store. Copy on the big billboard 
along the Freeway was changed to announce the contest 

A final ad was carried on the day of the prize-drewing 
to attract last-minute entries. The name “Johnny Fix-It” 
was chosen from the 700-odd entries. Although three 
persons submitted this name, the entry bearing the earliest 
postmark was tagged for first prize. 

Isaaks was assisted in the name judging by two news- 
paper reporters. During the afternoon, visitors were treated 
to free soft drinks and given souvenir yardsticks and hats 
bearing the company’s name and trademark. Several chil- 
dren drew names from a box to determine winners ot 
the other prizes. 

Direct mail list. Additional publicity was given to the 
Johnson home improvement promotion during the late- 
April convention of Texas lumbermen held in Houston 
The story carried on page one of the convention 
newsheet. 

Names secured from the hundreds of 
blanks will form the nucleus of a direct 
next advertising campaign to be undertaken by the com- 
pany. In addition to running a “thank-you” ad following 
the contest, Isaaks is now preparing letters which will be 
sent to each of the 700 entrants. He has also hired a 
salesman to begin work on home improvement solicitation 

Cost of the entire contest—one month of advertising— 
was about $1,400; $400 for prizes and the remainder for 
various forms of publicity. Isaaks estimates that an outlay 
of nearly twice this sum would have been necessary if he 
had turned the stunt over to an advertising agency. 

Because “Johnny Fix-It” is still a growing youngster, it Is 
difficult to estimate the exact worth of the contest. Isaaks 
says, however, that the firm is presently engaged in three 
sizeable home improvement jobs which can be directly 
traced to the contest publicity. As with any intangible, the 
results of such advertising are hard to pin down. 

The company feels that every penny of the promotion 
was well-spent and cites a recent phone call as an ex- 
ample. The caller’s first words were: “Is this the company 
with the litthke man?” If the wide-eyed cartoon carpenter, 
armed with his hammer, has registered so strongly be- 
cause of the contest, Johnny Johnson’s newest employe 
is certainly worth his expense. 


was 


contest entry 
mail list—the 
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Which manufacturer of staplers gives you 


all this advertising support? 


1 There’s only one that advertises regularly to your 
best stapler prospects in the best read mass maga- 
zines like The Saturday Evening Post, Time and News- 
week ... important magazines such as Business Week 
... publications for craftsmen including Popular Sci- 
ence, Popular Mechanics and Mechanix Illustrated. 


Only one advertises staplers so extensively (17 full- 
page ads a year) to building contractors in the trade 
publications they most respect... NAHB Journal, 
Practical Builder, American Builder, House and Home, 
Roofing, Siding and Insulation. 


It's the stupler brand that’s easiest to sell (and no 
wonder with all this preconditioning!). It’s the brand 


Fasten it better and taster with 


BOSTITCH 


STAPLERS AND STAPLES 
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that gives you ruggedly built industrial tools for light, 
medium and heavy duty stapling — and the staples 
to go with them. 


If you carry this brand, you already know the name. 
And you know, too, how customers trust it — and buy 
readily without requiring a lot of your selling time. 


If you don’t carry the brand, you’re missing the vol- 
ume and easy selling of the best customer-conditioned 
name in stapling. 


The name is Bostitch. It belongs with the other fa 
mous brands you sell. To put it there, phone your 
Bostitch representative. He’s listed under ‘‘Bostitch” in 
your phone book. Or mark and mail the coupon to us 


Bostitch, 747 Briggs Drive, East Greenwich, Rhode Island 


Please tell me more about the profitable Bostitch staplers and 


staples. 
Nome 
Company 


Street 
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HOUSE-TO-HOUSE CHECKUP on prospects for home modernization is a regular 
duty for Robert Wages, manager of home improvement division of Christian 
Hardware & Building Supply Co. Homes needing face-lifting are checked against 
City Directory to obtain owners’ names. 


5-Step Selling Program Floods 


Small-City Dealer with Orders 


Georgia dealer proves that if you dig for modernization 


homeowners will respond. Out of 


30 or so phone solicitations a 


day, two or more package jobs result, averaging $800 each. 
High pressure is avoided in this town of 30,000; simple sales 


fundamentals do the job instead. 


Pros Ke 
COMMERCIAL ROOFING is profitable for 
Improvement Department of Athens, Ga., 
dealer. Robert Wages, above, checks job 
of 5-ply asphalt and felt roof on gaso- 
line station addition. 
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By going out and looking for modernization prospects, 
the Christian Hardware & Building Supply Co. of Athens, 
Ga., secured a sufficient number of package jobs within 
a two-week period so that two additional workmen had 
to be hired on a permanent basis. “And we are several 
weeks behind on orders,” said F. Christian, owner. 

Christian started his current merchandising program last 
April by compiling lists of homeowners from the local 
city directory, classifying the names by sections of town 


Then Robert Wages, manager of the home improvement 
department, started making a block-by-block visual in- 
spection of the homes, marking those which were obvi- 
ously in need of face-lifting. 

These homeowners are then mailed two sales letters 
which invite them to accept free estimates, emphasizing 
that the average owner can triple his investment by a 
good modernization job. One letter asks for only 15 min- 
utes of the homeowner’s time and offers the prospect a free 
25’ hose just for listening. These letters often pull in- 
quiries which are followed up immediately. 

Digging by phone. Prospects who do not respond to 
the letters are then solicited by telephone. “From our 
experience, it appears that many people intend to call us 
after receiving the letters, but they simply forget. There- 
fore, a certain percentage of those whom we telephone 
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—DEALER LETTERHEAD— 


Dear Mr. and Mrs. Homeowner: 


If | show you where you can make an invest- 
ment that will return to you triple your money back, 
| will have done you a favor, will | not? 

| can do just that, and take only 15 minutes of 
your time. FURTHERMORE, | will give you absolute- 
ly free a 25 foot hose just for listening. 

Do yourself a favor and return the enclosed card 
or phone me for an appointment. 


Yours truly, 
(Signed) 


Home Improvement Dept. 











PHONE SOLICITATIONS are next made by a Home 
Improvement department employee, as shown above. 
Out of 30 to 40 calls, two usually result in actual 


THIS DIRECT MAIL letter to the owners of homes 
needing improvements brings direct response and 


also paves the way for follow-up personal selling. 


ROOFING SIDING 
5 HOME REPAIR 


. WHS. 


PERSONAL SALES CALL or free estimating visit is 
next. Samples of roofing, siding, etc., handily car- 
ried in box built into pick-up truck. 


have already sold themselves on the need for remodeling,” 
Christian said. 

Out of 30 to 40 calls a day, at least two good-sized 
remodeling jobs are obtained, according to Christian. These 
include complete face-lifting with new roofs, siding, win- 
dows, etc., as well as interior work. The Christian price 
includes all materials on an installed basis with financing 
on easy terms through a local bank plan. 

Specialist on payroll. Christian explained that there is 
little profit anymore in selling materials on a piece basis. 
On the other hand, by selling the complete package with 
labor the dealer can achieve good profits and control the 
quality of the installation. 

Robert Wages, head of the home improvement depart- 
ment, is a former roofing and siding contractor. He re- 
ceives an adequate commission from Christian for es- 
timating, selling and supervision of the crews. Wages con- 
siders the department as a business of his own. 

Wages created the truck signs which adorn the eight 
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remodeling orders. 


RESULTS range from replacing sash to completely 
modernizing exterior as well as interior improve- 
ments, using local book financing. 


Christian trucks. “The $80 expenditure for these signs 
was probably the best promotional investment we have 
ever made,” he said. Signs are on beth the pick-up trucks 
used by the remodeling crews and also are affixed to the 
firm’s regular delivery trucks. As a result, nobody but a 
recluse in Athens can miss seeing one of these traveling 
billboards at least once a day. 

Wages said that in most cases there is little argument 
over the type of design or material to be installed. The 
recommendations of the salesman are usually followed. 
“We sell the added investment factor in modernization, 
backed up by easy financing; we then suggest the type of 
material and design which we think will best fit the 
particular house,” said Wages. 

Newspaper advertising is used occasionally by the Athens 
firm, but so far the company is overloaded with package 
jobs created by the 5-step “digging” program. 

The home improvement expert is a staunch booster for 
the Home Improvement Council campaign. 
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MASONITE 


Makes the News 





Sel-- demonstrations. 


the best way to sell genuine 
Heavy duty 


MASONITE Y PEG-BOARD 


Let them convince themselves. 

Let them discover how much more weight heavy-duty !4” Peg-Board 
panels will carry. 

Point out how much better these extra-strong, extra-rigid panels will work 
for storage in garage, basement and workshop. Suggest Peg-Board for sliding 
cabinet doors...for handsome, functional room dividers, valances and other 
decorative jobs around the house. Sell it for commercial, display and insti- 
tutional applications as well. 

Trade up to Masonite® Heavy-Duty Peg-Board”. It offers extra value to 
your customers...twice the profit to you. Masonite Corporation, Dept. 
AL-721, Box 777, Chicago 90, IIl. 


pp rf ee 


/ 


HEAVY DUTY °6-B0ARD 


a 

f ; 

WERE IS THE 

PASY way TO 4 
fy ENO GARAGE CLUTTER / 
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Holds as much as you can lift! 


MASONITE HEAVY DUT PEG BOMRD 


MASONITE #1, Wont 


MASONITE 
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tag, TAKE ADVANTAGE 
| = = 3 OF OUR... 
lL at ie -£ 

YARD MANAGER D. S. (Bud) Talley checks an estimate 
with outside salesman Bill Bernosky. 


%& We'll Help You Plan Your Budget 

*% We'll Relieve You Of Worries and Technical Details 
*% We'll Recommend Reliable Contractors 

% We'll Deliver Material Free To Your Home 

*% We'll Help You Plan So You'll Be Proud of Your Home 
% And We'll Supply You With Quality Material 


LUMBER - ROOFING - JALOUSIES - DOORS 
SIDING - FORMICA - HARDWARE 
TOOLS - MOBILE PAINT & SUPPLIES. 


HOME IMPROVEMENT FINANCING 


® EASY MONTHLY PAYMENTS 


GIFT : TORY! 
REGISTRATION bade NS ..239 


_Name _ Franklin John ¥. 


ok) es i toitiat 

Address _u2 Mapae Street __ Sowa 

: ee ne bet * NO MONEY DOWN 

iF YOU WIN FIRST PRIZE WHAT HOME IMPROVEMENT WILL. YOU MAKE? 
C 


heck one 
© New Roofing New Siding 
© Add a Room Enclose Porch 


o Redecorate Rooms Car or Boatport [ 
[} Exterior Painting Patio SANFORD 


ome - 2 : E. Wisconsin Ave. 6th & Maple 
rn ' j aa Phone RE 4-0500 Phone FA 2-0500 
HOME IMPROVEMENT CERTIFICATE good for $200 was ji 
awarded in drawing at first anniversary sale. To be 
eligible, entrants indicated the type of home improve- 
ment they intended to make. Cards resulted in several 
remodeling sales. 


Home Improvement Push 
Gives New Yard Fast Start 


Outside salesman, newspaper ads, special sales help 
Florida yard build increasing volume in remodeling business. 


TWO CONVENIENT LOCATIONS 


DELAND 











HOME IMPROVEMENT JOBS are promoted by regular 
newspaper advertising featuring all the services offered 
by Gregory Lumber Co. 


Promotion of all types of home improvement packages Bud made Bill Bernosky, an experienced lumberman who 


is helping Gregory Lumber Co. establish itself in Sanford, 
Fla. (pop. 16,000). Gregory’s main store and headquarters 
is in DeLand. 

When Bob Gregory decided to expand, he bought out 
a rundown yard, remodeled part of the plant into an at- 
tractive store and hired D. S. (Bud) Talley, a former J-M 
salesman in southern New York state, to spark the sales 
drive. 
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knows construction, an outside salesman specializing in 
home improvements. Newspapers and word-of-mouth ad- 
vertising, combined with Bill’s outside contacts and special 
store promotions, has helped Gregory Lumber sell an 
increasing number of home improvement packages. 

In the last nine months of 1957, the first full year of 
the branch yard’s operation, about 30 jobs were sold. 
Cold weather the early part of this year slowed down 
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ENCLOSED PORCH. Besides enclosing the porch, this job also included a garage. 


This packaged sale amounted to $1,400. 


operations, but home improvements started humming again 
in May with $6,900 in home improvements in the first 
three weeks. 

Jobs listed. These jobs included a jalousie window porch 
enclosure; a two-room addition; an interior remodeling 
and paint job; a screened porch and bath addition; a 
screened porch addition with a complete exterior paint job. 

The most popular home improvements, according to 
Bud, are added screened porches, enclosing screened 
porches and turning carports into year around rooms. 

“We have gone into the home improvement business 
slowly and conservatively, but I think we are heading in 
the right direction,” adds Bud. “We are getting good jobs 
and for the most part very satisfied customers and that is 
what we are aiming for. As the result, we are building a 
good reputation in this field. 


“I believe we will double our home improvement 
package sales this year and I am thoroughly convinced 
that it can be doubled again next year. The potential is 
terrific, but it takes time and planning to do it the right 
way—the profitable way—the way that will build an out- 


standing reputation for us in our area. 

Gregory works exclusively through its contractor cus- 
tomers, but they have been able to keep a small crew 
busy most of the time. Their advertising emphasizes budget 
payments, reliable contractors, free deliveries, planning 
aid and quality materials. 

Gregory’s first anniversary sale offered a home im- 
provement certificate good for $200 to the winner in a 
prize drawing. Contestants were required to fill out a card 
showing which of the following home improvements they 
would like to make: 

New roof 
Add-a-room 
Redecorate rooms 
Exterior painting 
New siding 
Enclose porch 
Car cr boat port 
Patio 

The potential for home improvements is so good that 
another outside salesman may be added before the year 
is out. 





Typical Jobs by Gregory Lumber Co. 


SIDING JOB. This packaged job of labor 
and materials included a shingled roof 
and painting the trim. Price was $795. 


UTILITY ROOM. This screened-in porch, 
carport and utility room furnished in the 
Negro area was a $1,000 job. 


DAY NURSERY. This 20x27 addition to 
the house also includes a powder room 
and closet. This $2,450 job is on a five- 
year financing plan. 
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ONE ITEM How CONCRETE REINFORCEMENT 
can help you sell homes 


THE HOME OWNER 
CAN'T ADD LATER! 








30% 
AORE STRENGTH 
IN CONCRETE! 


AT VERY 
Low cost! 


HELPS YOU 
SELL HOMES! 
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for you! 


free 


merchandising aids 
like these 


Here are opportunities for you to make an extra sale and extra 





profit from every sale of concrete. 

In hard-hitting advertisements in New Homes Guide, in House 
and Home, in American Builder, and in Practical Builder, Amer- 
ican Steel & Wire is selling the benefits of reinforced concrete— 
concrete protected from cracking, heaving, and other damage by 
American Welded Wire Fabric. We’re creating a pre-sold market 
for wire fabric reinforcement. By tying-in with this nationwide 
promotion, you can easily add sales of wire fabric to your sales 
of concrete. 

We have the merchandising and promotion aids you need to 
tie-in at the local level. Brochures, ad mats, and direct mail 
pieces—all professionally prepared—are yours, free of charge. 
Include them with your regular mailings to customers. Tie them 
into your regular advertising program. Any good concrete in- 
stallation needs welded wire fabric reinforcement—it may as well 
be reinforcement that you have sold! Send the coupon today! 


AMERICAN 


WELDED WIRE FABRIC 


USS and American are registered trademarks 


"10 4L 


(iss) American Welded Wire Fabric 


---------------- 


American Steel & Wire 
Rockefeller Building 
Cleveland 13, Ohio 


Rush a complete merchandising kit that will help me cash 


in on the advertising and promotion of American Welded 
Wire Fabric. 


American Steel & Wire 
Division of 
United States Steel 


olumbia-Geneve Steel Division, San Francisco, Pacific Coast Distributors 


Tennessee Coal & tron Division, Fairfield, Ala., Southe Distributors 


United States Steel Export Company, Distributors Abroad 
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A. L. Product Spotlight 





“Merchandising Your Growth Lines”’ 


Top Profits from Electrical Items 


Electrical supplies—sundries and fixtures—are now sold 
by 32% of the nation’s lumber dealers and another 12% 
plan to add an electrical department shortly. These facts 
were noted in an American Lumberman-NRLDA dealer 
survey completed just last fall. 

High profits, plus the desire of many dealers to offer 
complete, one-stop stores for their customers is credited 
for the growing popularity of electrical supplies. 

Wesley Meeks, manager, North Alabama Lumber Co., 
Jasper, Ala., puts it this way: “Our electrical department 
is by far one of our most profitable. On fixtures, we buy 
as a wholesaler, sell both to the electrician and the 
building contractor as well as the homeowner. The retail 
sales are extremely profitable and the trade sales are 
adequate, too, because of relatively low selling and ser- 
vicing costs.” 

Another dealer sold on electrical merchandise is John C. 
Shiflet, sales manager, Martin Lumber Co., Toccoa, Ga. 


START SMALL on electrical sundries to get a sound 
idea of customer demand. The beginning may be with a 
half-island as shown on the right. Starter assortments of 
light fixtures are also available from most manufacturers 


INCREASED INVENTORY of fast-moving electrical 
supplies will require a fixture similar to the one at the 
Elgin Lumber & Supply Co., Elgin, Ill. The display boards 
at the top of the fixture are highly recommended for wire, 
BX conduit. Ample storage for backup stock is provided 
behind the sliding doors. 


> 


Shiflet says: “We find electrical fixtures and supplies 
excellent profit-makers with both the contractor and do-it- 
yourself trade. They carry the extra margin that all 
specialties enjoy but there is very little installation problem 
such as you sometimes have when selling plumbing sup- 
plies, for example.” 

Sam C. Wade, appliance division manager, Southern 
Sash of Sheffield, Inc., Sheffield, Ala., believes that selling 
electrical items requires consistent advertising and sound 
merchandising within the store, plus direct factory buying. 

“We say that direct factory buying is very important 
because it enables us to offer the right price to the 
contractor and we are able to arrive at the point of buying 
direct by advertising and good store merchandising. We 
find it pays to handle the best. Homeowners usually 
choose lighting fixtures and they nearly always pick the 
higher priced, quality fixtures.” 

(continued on page 56) 











Special resin-spray ‘‘dry process” makes this G-P 
Hardboard superior to ordinary ‘‘wet process’’ boards. 
G-P Hardboard machines without fuzzy edges, is 
easy on tools. Light-colored surface is unexcelled for 


painting. Extensive G-P line meets all your needs for 
low-cost home or commercial construction. Includes 
Standard, Tempered, Perforated, and also Tempered- 
Perforated Hardboards. Packaged for easy handling. 


Tt = 
ae 


‘ 
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PERFORATED —S2S, Screenback, RANDOM PLANK — Factory-Fin- 
Tempered, or Factory-Finished 
ivory tone. Square or diagonal 
pattern. 


ished in ivory tone. A tough- 
surfaced wall paneling. 


hy 
eas 








SQUARE-SCORED— Plain or Perfo- 
rated, Factory-Finished in ivory 
tone. Handy 4’ x 4’ panels. 


Dept. AL758, Equitable Bidg., Portiand, Oregon 


Please send booklet on entire line of G-P Hardboards 
Name 





Company 





Address. 


City 
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Zone State 
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Three Outstanding Electrical Deptartments . .. sins on page 52) 


ee 


INTEGRATED department was 
planned by American Lumberman tot 
the new Saginaw Lumber Co. store at 
Saginaw, Mich. An overhead canopy 
was developed for displaying fixtures 
on the spot. Light bulbs and fluores- 
cent tubes are merchandised in bas 
kets, a popular new display method 


CEILINGS, walls and island fixtures 
merchandise electrical supplies at the 
Forest City Materials Co., Brooklyn, 
Ohio. Ceiling canopy is_ free-form. 
compliments design quality of the fix- 
tures 
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LARGEST DISPLAY of lighting fix- 
tures in northern Alabama is the claim 
of the Southern Sash of Sheffield, 
Inc., Sheffield, Ala. 



























Cousiady, Acme Steel Co 


DIMENSION LUMBER is first strapped in separate bundles with 
banding at 4’ intervals. 








BUNDLES THEN STRAPPED together for a truckload, making 
up one wall section or other large segment of dealer's pack- 
aged house. 


House Sections 


Handled In Unit Loads 


Since Pioneer Lumber Co., Hopkins, Minn., first began 
manufacturing precut homes, garages and breezeways, 
unit packaging has been the standard procedure for de- 
livery. The dealer’s Package Homes division finds that it 
saves time both in shopping and in handling at the site. 

Packaging of building sections for mechanical handling 
is based on the combination of smaller units in a single 
shipping package. Dimension lumber for a 12’ wall sec- 
tion, for example, is first strapped in separate bundles 
with %” x .015” strapping positioned at 4’ intervals. 

The final package is made up by stacking these bundles 
in a “U” shape to form a protective shell. Unstrapped 
items such as rafters, joists, trusses, etc., are placed in the 
center of the “U”. Two 34” x .035” bands are applied to 
the whole assembly. 

Entire sections are transferred to roller bed delivery 
trucks and the loads are handled completely by the truck 
driver at the site. 

The steel strapped sections are dropped in the exact 
area on the job site, where they will be used, providing 
maximum service and efficiency for the builder. A turn 
of the roller crank permits the driver to roll off the pack- 
age load. 
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ORDER NOW—FROM CLEVELAND 
PLYCLIPS 


Eliminate wood blocking on plywood 








roof construction. Extruded aluminum 

















alloy. 5 sizes from 3/8” to 13/16". Send 


for Plyclip brochure 


Developed and tested 
by Plywood Research 


Foundation 








STRONGER JOINTS 
AT LOWER COST— 


CLEVELAND 3-WAY 
FRAMING ANCHORS 


Faster more rigid framing—nails 





oe | 


actin shear for greatest strength. 
No toe nailing! No splitting! 


te 





3 styles—/8 gauge galvanized steel 


MORE THAN 50 TOP-QUALITY BUILDING PRODUCTS 
WRITE FOR CATALOG—OR SEE IT IN SWEETS 


CLEVELAND STEEL SPECIALTY CO., INC. 





ESTABLISHED 1924 — 3771 EAST 91st STREET, CLEVELAND 5, OHIO 
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REDUCE delivery costs 
SPEED UP deliveries _ 


Complicte 
Beds Shipped § 
KD. Easy 
Assembly & 
Mounting 


Unload a Load 
or Half Load at a Time 


The R-B Company 


\ 1921 Guinotte, Kansas City 20, Mo. 


nun game am aaa auus —_ 
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Write, wire, phone for 
Catalog and Prices 
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GREATER 
PROFITS 


Through 


Faster 
Sales 
When you 
Stock 
Simpson 
Redwood 
Siding 


Cash in on the growing demand 
for Simpson Redwood Siding... 
“The wood with the most ability” 
PAINTABILITY, 
WORKABILITY, 

DURABILITY and 

STABILITY 


CALL YOUR 

SIMPSON 

DISTRIBUTOR 

TODAY ... or write 

to our nearest regional office 


for his name and address 


SIMPSON REDWOOD COMPANY 
ARCATA, CALIFORNIA, P. 0. BOX 127 
NEWYORK CITY, N. Y., 500 Fifth Ave 
CHICAGO, ILL., 728 Daily News Bidg 
CLEVELAND, OHIO, 610 Hanna Bidg 
KANSAS CITY, MO., 406 W. 34th St 
DALLAS, TEXAS, 513 Meadows Bldg 
ATLANTA, GA., 2909 Buford Hwy., N. E 
Member California Redwood Association 
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GENERAL VIEW in the G-T warehouse. 
Ample storage space is provided, all 
materials are kept in top condition and 
any needed re-arranging may be done 
easily. 


CENTER ISLAND in the Greer & Thomas 
Lumber Co. warehouse is 16’ wide. The 
upper deck is 40’ long and 24’ wide. 
Note ease with which lengthy items may 
be stored along its sides. 


Flexible Storage Island 


Portable double-deck unit does a job for Washington state dealer. 


The great flexibility of clear-span 
warehouses for retail lumber dealers 
was demonstrated again when Greer 
& Thomas Lumber Co., Seattle, moved 
into new yard and store facilities early 
this year. In the center of the new 
122’ x 90’ warehouse, partners Gree 
and Thomas erected a “portable” dou- 
ble deck island 24’ x 40’, 11’ 6” high. 

Since it has no structural job to do, 
it can be dismantled and moved when 
necessary. In its present use, it aids 
in storing long pieces of materials 
in racks on its sides (40’ lengths of 
Douglas fir gutter, for example- 
normally a difficult item to store). A 
fork truck is use to store units of hard- 
wood flooring and pallets of asphalt 
shingles on the upper deck. 

Beneath this deck, other patterns of 
asphalt shingles are kept—fast moving 
colors and patterns below and slower 
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moving items above. At the warehouse 
floor level, the island structure oc- 
cupies but 16’; the additional 8’ of 
width on the island’s upper deck is 
gained by cantilevered arms which car- 
ry 4’ of floor space on either side of 
the supporting posts. 

The new Greer & Thomas Lumber 
Co. warehouse and store was designed 
by architect Oliver W. Olson, AIA, 
and was built by contractor Elmer 
Moss, well-known Seattle general con- 
tractor and home builder. 

“In our new warehouse and store, 
we have a very efficient plan which 
cuts our handling costs,” says partner 
Vern Thomas. “In addition, both areas 
enable us to display many more ma- 
terials than we formerly could. We 
used to miss sales because our con- 
tractor and homeowner customers 
didn’t know we had some item.” 


“ 
UPM TICKETS 








~ 


TELL AND SELL 


Price mark all self-service items with 
UPM tickets—to help your custom- 
ers help themselves. The Universal 
Price Marking System is the only 
pricing system that has price tickets 
in convenient re-fillable book form. 





DISPLAY TICKETS 
MOULDING TICKETS 
BIN TICKETS 

SPECIAL SALES 
PROMOTION TICKETS 


UPM tickets are used by America’s 
leading merchandisers. 
Write for samples and price list. 


Universal Price Marking System 


401-L Washington Avenue South 
MINNEAPOLIS 15, MINNESOTA 
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1100 WAYS TO CUT 





MATERIAL HANDLING 
COSTS! —aue 


vew FREE 
BROCHURE 


YOURS FOR THE ASKING! 
This new booklet gives you 100 fresh 
ideas on effecting economies in 
Lumberyards, Warehouses, Factories, 
and Shipping Departments. 





In addition, you'll find out how 
Manpower, Inc. employees can be 
used temporarily to effect 

further savings. Manpower, Inc. Car 
Unloaders, Warehousemen, and 
General Laborers will do your 

work as long as you need them at’ 
low hourly rates. 


Attach this ad to your letterhead 
and mail today to: 
A decade of Business Service 


faat- tal ele) 4-1 me al om 


over 140 offices in U.S., Canada, & Abroad 


World Headquarters 
817 N. Plankinton Ave., Milwaukee, Wis. 
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How to Sell Remodeling 
As Told by Experts 


American Lumberman just conciuded a contest 


among retail lumber dealers for the best merchandis- 
ing plans and successes in the home improvement 
market in 1958. Complete details of how these lead- 
ine dealers are handling remodeling will appear in a 
later issue, along with names of winners. Meanwhile, 
the following sumriary of contest entries give you a 
valuable digest of remodeling merchandising as prac- 
ticed by retail experts. With few exceptions this sum- 
mary is from dealers who have shown steady in- 
creases in remodeling sales this year —The Editors. 
(For specific examples of good home improvement 
merchandising, see three case examples depicted else- 
where in this issue: “How to Ballyhoo Home Im- 
provement’; “5-Step Selling Program for Remodel- 
ing”; and “Home Improvement Push for New Yard.”) 


Package Selling Concept 


All dealers entering the contest mention that they 
sell the complete package—plans, products, financ- 
ing and either arrange or do the installation them- 
selves. As one dealer commented, “Our store will be 
known as a complete one-stop yard for anything in 
the building line. We are ready to take a job from 
the ‘first desire to the last nail’ and we will arrange 
for all the labor and financing.” 


Employe Training 
The typical dealer merchandising remodeling now 
has employe meetings every two weeks with time 
shared between products and selling techniques. 
Outside salesmen are growing in number but per 
yard, the average number is about three. The range 
is from One man part-time to 28 


Advertising 


Dealers promoting remodeling are spending on the 
average of 2% of sales. The range is from 1% to 
3.7%. The retailer spending 3.7% has boosted his 
remodeling volume from $4,000 to $18,000 monthly 
since January of this year. 

Direct mail seems to be very popular with dealers 
promoting remodeling. One dealer in a small Georgia 
city, for example, is mailing 6,000 full page circulars 
each month. The use of direct mail is especially 
strong with dealers serving the farmer. 

Telephone selling is avoided by many dealers be- 
cause it is the favorite device employed by the suede 
shoe boys. This is not to say that inquiries by phone 
are not carefully serviced and followed up. A Texas 
dealer remarked that we keep an accurate tally of 
all incoming calls by phone and last year we aver- 
aged 65 calls per month and sold approximately 
3% of all calls received. 


. 
3 


Branch Stores 

With the growth of the suburbs, a sizeable num- 
ber of dealers are establishing branch stores largely 
to service remodeling customers. As retailers entering 
the contest said, these stores can be small with mini- 
mum overhead. A colorful display of model kitchens 
or other packages, plus paint is the usual setup. 
Many are near or in shopping centers. 
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BREEZEWAY 
ENCLOSURES 








ADservice mats available from this magazine were 
used to prepare this 3 col. x 16” newspaper ad pro 
moting breezeway enclosures. Free catalogs illustrat 
ing nearly 400 products, or ad layouts and advertising 
suggestions are offered on request. 


NAME OR SIGNATURE CUT HERE 


Make a Year ‘Round Room 


of your ‘‘Fair Weather”’ 
PORCH OR BREEZEWAY 





H ay 
Sr did tid 
= {iid Ja lial 
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(BRAND) 


Acoustical tile 
+00 
00 
— 00 
= WEEK-END 
SPECIALS 





(BRAND) 


Picture window 



































NO MONEY DOWN...5 YEARS TO PAY! 


YOUR NAME 
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Qh Lemeteling Package-of-the Month 





ENCLOSE A BREEZEWAY 
OR A PORCH 


THIS PRICE INCLUDES 
GLASS JALOUSH Winoows 
GLASS JALOUSH DOORS 


















| | 
WINDOW POSTER developed by the Cal- 

H casieu Lumber Co., Austin, Texas, pro- 

motes jalousie windows and doors, fea- DISPLAYING a typical breezeway enclosure has been accomplished right in this store 
VW tures low monthly payments. by this Ohio dealer. Area on the right merchandises garages and garage doors. 

Lumber and building materials retailers 
} find that breezeway enclosures are one of 
i the easiest home improvement packages to 

sell, price and install. 

t While remodeled kitchens, added rooms 
} and garages must be really sold, many deal 


ers have told A.L. that breezeway enclosures 
often originated with the customer who 

bal visited the yard in search of information. 
Manufacturers of breezeway enclosure 
materials emphasize that the market has 
| been only touched. They are looking toward 
lumber dealer distribution to fully exploit 


4 the trend toward “outdoor living”. You see 
pictured here five examples of breezeway 
display merchandising by lumber retailers. , : ~ 


ate me 


PACKAGE SELLING at Home Building Materials Co., Spokane, 
Wash., frequently calls for planning breezeway enclosures. 
The firm has a constructiton department which works closely 
with local contractors. 












MODERN WINDOWS and doors speed breezeway enclosures FARMERS with homes of late design are excellent prospects 
for this dealer and his customers. Above an installation using for breezeway enclosures. Above a job serviced by the Central 
versatile sliding glass doors and windows. Lumber Co., Barron, Wis. 






(1) 
Step Up 
Profit 
Return 











BIG 
CHALLENGES 


RETAIL 





(2) 
Push Down 
Construction 

Costs 


to Consumers 








MANAGEMENT 


—one way to do it: 


fficient Handling & Storage 


Although lumber and building material dealers are 
maintaining sales volume to a surprising degree com- 
pared to other segments of the building industry, costs 
have nevertheless continued upward for dealers, often re- 
sulting in lower profit percentages even though sales are 
relatively good. 

Dealers who have speculated that a fall-off in construc- 
tion activity would result in less costly labor have been 
proved wrong by recent events. Construction labor in some 
areas has in fact climbed upward despite some curtailment 
in jobs. Yard labor costs, while less inflationary than con- 
struction labor, has also inched steadily upward. 

Partly a a result of rising labor costs (aggravated by re- 
strictive building codes) and firmed materials costs to deal- 
ers, new homes as well as remodeling package are being 
lowly priced out of reach of many families, according to 
many economic observers. 

For his part, the retailer must somehow help to solve 
these cost problems. In most cases he is the victim of the 
cost spiral, not the perpetrator. And yet, in any honest ap- 
praisal of dealer operations, serious inefficiencies can be 
spotted which destroy retail profits. At the same time, 
perhaps paradoxically, these inefficiencies contribute to 
excessive overall construction costs. Solving these prob- 
lems can increase dealer profits and help to decrease the 
overall costs of construction. 

These inefficiencies are of two basic types. First is in- 
sufficient knowledge of costs on a departmental or item 
basis, which prevents compensatory pricing from modern 
cost analysis. This subject has been frequently explored 
in American Lumberman. 
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The second major inefficiency in retail yards is costly 
receiving, handling and storage of materials. The state of 
materials handling in many yards is such that there is no 
actual knowledge of handling costs. 

Almost every lumber dealer has been aware of deficien- 
cies in materials handling. Almost every manager has made 
at least some attempt to streamline his yard operation for 
more efficient flow of materials. But too often the im- 
provements have involved only superficial changes which 
have but minor effect on costs. A lift truck, for example, 
is sometimes purchased for a yard whose layout prevents 
its proper use. 

After three year of helping dealers to layout yards in a 
scientific fashion, the Dealer Advisory staff of the United 
States Gypsum Co. sensed the need for a comprehensive 
study which correlates the four basic ingredients to maxi- 
mum handling and storage savings. As explained in the 
new film and manual prepared by U.S.G., these factors are 
(1) yard layout; (2) warehouse design; (3) movement en- 
gineering and (4) planned ordering. 

Any problem aimed at maximum savings in the retail 
yard, say U.S.G.’s materials handling experts, must involve 
all of the above factors because they are interdependent. 

Because of the importance of the challenge to retail man- 
agement in eliminating high costs of materials handling, 


American Lumberman presents on the following pages some 


of the highlights of the U.S.G. Dealer Advisory Service 
manual, “Economy of Motion.” This special report is the 
first in a new series of editorial articles and case examples 
on materials handling and warehousing which you will see 
monthly in this magazine. 

The Editors 
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When planning a yard layout, these functions and purposes must 
be considered 
Receiving materials 
Sorting and grading 
Order assembly. 
Roadbed for vehicular and material movement 
Storage 
Parking 

Ihe typical lumberyard is full of bottlenecks that seriously impede 
the efficient “flow” of trucks and materials. Distance means time and 
time means money; the small amounts of time spent in unnecessary 
maneuvering of trucks or lifts, when multiplied by the cost of driver 
and equipment on an annual basis, can be a huge sum. To achieve 
direct movement throughout the yard is your No. 1 layout problem 

Other principles include handling by machine, not men, and 100% 
use of available space, including “air rights.” 

Fvery square foot of your property has a definite dollar-and-cents 
value. Anytime it is not used for a constructive purpose it 1s an un 
used asset. Do not ignore the potential contribution that a given area 
could make to the business if it were fully used. Air rights are avail 
able through lift equipment which can stack to heights of 20’ or more 

Whenever possible rail tracks should enter the yard itself. If they 
do not, you pay a penalty on every carload of material you handle 
If the cars are unloaded outside the yard it means you may have to 
rely on costly manual handling methods because the railroad team 
track is not designed to accommodate lift equipment. Because grad- 
ing and sorting space may not be available at the team track, double 
handling may result. Also consider the cost of the driver, truck and 
laborers moving between the storage site and the point of unloading. 
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CONFUSED AND CONGESTED TRAFFIC PATTERNS such as at left above 
result from poor layout and narrow aisles. They boost overhead but the 
loss in time and money is never pinpointed on the company’s books. The 
ideal pattern eliminates waiting and needless movement, as shown right 
above. 
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Efficient Handling and Storage 


FUNCTIONAL YARD LAYOUT 


—to achieve maximum economy of motion 












What Makes a 
Good Layout 


AISLES AND DRIVEWAYS 
Wide enough to permit passage of 
two delivery trucks. 
Width held to minimum 2 clear- 
ance on each side. 
Number of aisles kept at minimum. 
Deadends eliminated. 
Access to all stocks. 


GATES AND ENTRANCES 

Main entrances wide enough for 
two vehicles. 

Entrances lead directly to loading 
and unloading facilities. 

Unneeded entrances closed. 

All entrances have gates to prevent 
pilferage. 


ORDER ASSEMBLY 
Flexible in location to permit quick- 
est loading. 
Does not interfere with other ac- 
tivity. 
Materials with fast turnover stored 
close by. 


STORAGE PATTERN (OUTSIDE) 

Related items such as 2x4s and 
2x6s grouped. 

Only temporary pile dividers used. 

Piles at maximum lift height but in 
accord with fire hazard limita- 
tions. 

Placement at slight tilt so that 
stacks drain well. 

Green lumber stickered and ade- 
quately ventilated. 

Stacks are parallel to the drives. 

If end loader is used, stacks are at 
right angles. 


TRACKAGE LOCATION 

Grading and sorting space, where 
needed, provided at track side. 

Track enters yard. Otherwise, you 
pay a penalty in every carload 
of materials you handle. 

Track is within 300° of storage. If 
lift equipment must travel great- 
er distances, it has reached a 
point of diminishing return. 
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THINK OF WAREHOUSE AS A BOX. Then you see 
that failure to fill it to capacity is no different 
than paying for a storage rack and stocking only 


the lower shelf as shown below. 


Efficient Handling and Storage 











SUPPORT COLUMNS limit space usage. Shaded areas above indicate 
space lost because neither standard units or pallets can be stored in the 
area. To fill this space by hand stacking would defeat the dealer's pro 


gram of cost reduction. 





FUNCTIONAL WAREHOUSING 


—to achieve maximum economy of motion 


Too often you think of your ware- 
house facilities only as weather-pro- 
tected storage areas. Instead, the ware- 
house should be regarded as a dis- 
tributing facility similar to the yard. 
Storage of materials in the warehouse 
should not be thought of as any more 
permanent than those stored in the 
yard. Inventories are built up in an- 
ticipation of forthcoming demand 
certainly not for keeping. 


Warehouse and yard are so similar 
in function that the same three prin- 
ciples of good layout should be fol- 
lowed for efficiency and minimum op- 
erating costs. These are 1) direct and 
unimpeded movement; 2) full use of 
available space and 3) fit for mechan- 
ical handling. 


Many dealers are still doing busi- 
ness from outdated, single-aisle moni- 
tor-type warehouses where goods are 
moved piece by piece in and out of 
bins and mezzanine racks. Movement 
is difficult due to frequent congestion 
in the single driveway. 

Floor-load capacity. This refers to 
the amount of weight each square foot 
of the warehouse floor may carry 
without danger of damage or acci- 
dents. It is an important factor in de- 
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termining how high materials may be 
stacked, what type of goods may be 
stored or what eight loads a lift truck 
may move within the structure. The 
floor-load capacity is usually found on 
the building plans. 

Air rights. This is the vertical space 
of the structure. Think of your ware- 
house as a cube, containing a certain 
number of cubic feet. 

Support columns. These structural 
members are most commonly found in 
older warehouses. New warehouse de- 
signs using clear-span, cantilever, or 
pole-shed construction keep them to 
a minimum or eliminate them entirely 


Aisles and entrances. These two ele- 
ments will in themselves play an im- 
important part in determining the stor- 
age pattern of the warehouse. Com- 
bined with storage layout they will de- 
cide the traffic pattern, which will re- 
duce operating costs. Many warehouse 
doors are too narrow or too low. Main 
aisles or drives should extend the 
length of the building. Turn-around 
space should be provided at end of 
each drive or aisle. 

When aisles and drives have been 
laid out, mark the limits temporarily 
with chalk or tape. Once it is estab- 


lished that these arteries are most ef- 
ficient, change temporary markings to 
permanent ones. 

Storage patterns. Quick-turnover 
items should be placed nearest the 
loading or assembly point. This alone 
will reduce movement time. Also, 
products sold together should be ad 
jacent to each other. 

All storage areas should have an 
easy access that will promote the 
“first in, first out” principal regard- 
less of seeming durability of the ma- 
terials. This will do away with much 
waste that results from lack of stock 
rotation. 

Small-lot inventories should be 
stacked on pallets or in box racks at 
ends of larger stocks, or long open 
short wall spaces. 

Whenever possible use short rows 
and empty one entire row before be- 
ginning another. 

Use “A” frames or 
long, narrow items. 

Pick-up trade. Many dealers set 
aside a special area for selection of 
materials by the consumer pick-up 
trade in the warehouse. It should be 
self-contained, with compensatory 
pick-up prices. 


racks for 
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Remodeling vs. Building 


A New Warehouse 





There are too many variables in 
abilities, facilities and needs to make 
a set recommendation on whether to 
remodel or build a new warehouse. 
However, in determining what action 
you should take, keep several points 
in mind: 

Savings. 

Improved operational efficiency. 
Future needs. 

4. Cost. 

Cost is placed last because the nat- 
ural tendency is to ask first “how 
much will it cost?” instead of figur- 
ing how much a change may reduce 
the operating costs. The savings quite 
often will outweigh the expenditure 
necessary for a conversion or new fa- 


A. 
* 
3 


cilities. 


Design 






Generally the type of structures 
which come closest to giving you di- 
rect and unimpeded movement, full 
use of all space and use of mechanical 
handling are 1) clear-span; 2) single 
story and 3) ground level. 

Warehouses incorporating — these 
three design specifications have been 
found to be the most effective in re- 
ducing operating costs. 

Clear-span structures allow maxi- 
mum flexibility in developing efficient 
storage patterns. The lack of columns 
also permits fast direct movement by 
mechanical equipment. 

[Three examples of the clear-span, 
single-story, ground-level warehouse 
are shown below. One type not illus- 
trated uses bowstring trusses which 
employs masonry walls and_ prefab 
trusses. 

Ground level structures are gener- 
ally accepted as both cheaper to con- 
struct and to operate. 
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POPULAR, ECONOMICAL traffic patterns include ‘‘U"’ pattern left above 
and ‘W"’ pattern right above. 
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POOR STORAGE PATTERN at left above, compared to good pattern at 
right above. Fast-moving inventory is placed near order-assembly and 
loading areas to keep movement to a minimum. The expense of extra 
movement is result of a poor storage pattern 











GRANDSTAND TRUSS can have opening 
from one side only or can have access 
from both ends. Could be designed for 
dock level use. 
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PITCHED TRUSS “‘UMBRELLA”’ SHED in- 
creases lift truck efficiency. Center aisle popular in metal or corrugated iron 
for fork truck can be planned or omitted. roofing and siding construction. Has 
Note wide overhang. 








PITCHED TRUSS, CLEAR FLOOR AREA is 


clear-span feature. 
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MOVEMENT ENGINEERING 


—to achieve maximum economy of motion 


Movement engineering includes yard layout and ware- 
housing, as discussed on preceding pages. But the move- 
ment pattern is only a partial solution to real efficiency. 
You must also increase the amount of footage or number 
of units handled per man hour. This demands mechanical 
handling equipment and unitized materials, for which both 
warehouse and yard must be planned. 

For an example of movement engineering Dealer A nor- 
mally unloads 40,000’ of gypsum lath from a boxcar in 
an accumulated time of 28 man-hours. Using a wage rate 
of $1.50 per hour, this amounts to $42 per car which he 
must absorb. Dealer B uses a special hand-truck to unload 
a like shipment in four man-hours. His labor cost is $6. 
His investment in the hand truck is $90. After unloading 
only three cars at a saving of $36 each, compared with 


Dealer A’s methods, he will have paid for the hand truck 
Thereafter his profit on each car will be increased by $36 

In the case of dimension lumber, hand unloading ot 
36,000 board feet for one dealer had a labor cost of $66, 
while mechanical unloading with a fork-lift truck brought 
this cost down to $1.50! 

Hidden costs also accrue in delivery of materials. By 
adding a lift truck for order assembly, one dealer gained 
an average of two truck deliveries a day 

Handling equipment and accessories to achieve maxti- 
mum cost reductions in movement engineering must be 
carefully selected. Also, one of the most commonly ac 
cepted methods for maintaining low operating costs on 
fork-lift trucks, delivery trucks and other mechanical 
equipment is to initiate a preventive-maintenance program 


The Correct Equipment 


The first rule is that you must not 
select just any machine. It must be one 
which incorporates features which sat- 
isfy your specific needs. Approximate- 
ly 40% of lumberyards with mechan- 
ical equipment surveyed by U.S.G. 
had fork trucks too light for their in- 
tended work! A few more dollars spent 
for the right equipment would have 
resulted in savings many times greater 
than the difference in purchase price. 

In choosing equipment you should 
consider: 

(1) Characteristics of materials to 
be handled. Dealers handling a large 
volume of unitized lumber will need 
larger, higher capacity equipment. 

(2) Nature of storage area and fa- 
cilities. Storage heights, sizes and lo- 
cation of doors and aisles, floor con- 
dition and capacity, overhead clear- 
ances, grades and other structural ele- 
ments will determine to a great extent 
the type of equipment needed. 

(3) Distances to be traveled. Some 
equipment is for long-distance travel; 
other equipment is basically for tier- 
ing. 

(4) Volume of operation. If large 
tonnage is involved, more than one 
machine is usually needed for opera- 
tional efficiency. 

Although the variety of material 
handling equipment available is great, 
there are relatively few types which 
lend themselves to your operation. 

Conveyors have only limited use in 
most dealers’ operations, but they can 
be used to advantage where a steady 
flow of small individual pieces or 
packages is required 
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Industrial trucks are of two basic 
types, cantilever (counterbalanced) 
and non-cantilever. The first category 
includes high and low-lift fork trucks, 
in both rider type and “walkie” trucks 
These trucks are usually motor-driven 
and are generally preferred to non- 
motorized equipment which has few 
uses in the dealer’s yard 

It bears repeating that the high-lift 
fork truck occupies the loftiest posi- 
tion in the mechanized lumber and 
building material yard. Most dealers 
have sufficient volume to warrant the 
use of at least one fork truck. 

The second category includes strad- 
dle carriers, low and high platform 
trucks, outrigger types, load carriers, 
side-loading trucks and pallet trucks. 

Fork lift truck selection involves the 
following five points: 

General design features 

a. Power source. 

b. Fork dimensions, shape and 

spread. 

c. Tires. 

d. Tilt of mast. 

Load rating (lift capacity and 
load center) 

Maximum lift height. 

Weight. 

Maneuverability—(turning — radi- 
us, width, power steering, etc.) 

Accessories and attachments should 
also be carefully considered because 
of the wide variety available. 

[he electrical-powered truck is suit- 
ed for inside use. Internal-combustion 
types are most versatile for this indus- 


try; pneumatic tires make them suit- 


able for outdoor use and only occa- 








CANTILEVER or counterbalanced fork 
lift truck is most practical for majority 
of dealers. 


sionally limit their effectiveness inside 
A wide range of capacities is available 

High-lift fork trucks, which are 
available in standard models with 
1,000 to 35,000 pound capacities, are 
not only capable of tiering materials 
but are able to transport a variety of 
loads’ efficiently over moderately 
rough terrain thanks to pneumatic 
tires. The efficiency of the high-lift 
fork truck decreases when it is used 
for carrying loads for distances of 
more than 1,000 feet. Where required 
movement distances are more than 100 
yards, it should be used in conjunc- 
tion with a straddle-carrier or a side- 
loading truck. 

The fork-lift truck is actually a 
“teeter-totter” with the front wheels 
acting as the fulcrum. Sufficient 
weight must be incorporated behind 
the front wheels to counter-balance 

(continued on page 841) 
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‘THE LESLIE 
“SERIES 50” 


SLANT ROOF TYPE 
VENT 


WIDE FLANOE 


BAFFLE 
PARALLEL TO 
BABE FLANGE 


8 DIA STACK 


NO LEGS OR POSTS 


MORE FREE AREA 


Combines all 
these features: 





EASIER INSTALLATION—4” wide flange 
“posts” to get in the way 
WEATHERPROOF—wide flange around top of stack, plus 
parallel baffle in rear 
MORE FREE AREA-as certified by Metal Ventilator Institute 
BETTER APPEARANCE—streamlined, one-piece top, and 
roof-hugging design 
USE WITH FANS—8” diameter stack fits round duct 
STURDIER CONSTRUCTION—full .025” aluminum, 26-gauge 
galvanized steel, screen securely attached 
Available in galvanized steel or aluminum, the ‘50 Series’’ Roof 
Vent is YOUR best answer to the demand for a vent that installs 
without trouble, that looks and performs well, and provides top 
quality at the right price ? 


. no “legs or 


Write for Leslie Louver Catalogs 


fp ok-9 BG >4 
IELDING CO., inc. 


2943 W. Carroll Avenue ¢ Chicago 12, Ill. 
Circle No. 32 on Coupon, page 84 





‘‘Everything’s been rosy for Sellwell, since 
he started suggesting “Scotcn’’ Brand 
Masking Tape with every paint sale.” 








Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE —- HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 





Air-dried QUALITY LUMBER  Kiln-dried 


Circle No. 34 on Coupon, page 84 
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: with 
[] (I) “Oiled For Life’’ 
Construction 


The new Ideal ‘“‘A”’ 
Series Knob Latch is 
quality designed 

for aluminum and 
other combination 
storm and screen 


engglatch 


a 

floating, heat treated 
& _ hexagon spindle 
sv 


supported on either 

™ end by a Bronze 
Oilite bearing. 
Installation is by 
two thru-bolts that 
absorb pulling strain. 
Drill only three 

14” holes. Key 
locking can be made 
before or after the 
latch is installed. 
Two finish coats 

are separately baked 
on over Parkerized 
heavy Zamac die 
Com cylinder castings ...a base 
operates silver aluminum coat 
locking — and then a clear 
mechentem Epoxy enamel finish. 


Knockout 
for locking 


Available through leading whole- 
sale hardware and building supply 
jobbers or write us. 


IDEAL BRASS WORKS, INC. 


Seal 





250 E. 5th Street «+ St. Paul 1, Minn. 
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PLANNED ORDERING 


—to achieve maximum economy of motion 


Planned ordering, briefly, is the practice of ordering physical facilities which may affect the loading plan of the 


building materials in units which match the requirements 
of your storage space and mechanical handling equipment. 


The practice of planned ordering is an essential, integral 
part of any dealer’s program to reduce operating costs. No 
matter how efficient your system may seem, you will not 
get optimum results unless it is based on planned ordering 
Conversely, unless you have adequate warehouses, good 
storage practices, a proper yard layout and efficient move- 
ment engineering methods, you cannot take advantage of 
the cost reductions which are obtained from planned or- 
dering. 

How to plan. Since all manufacturers and suppliers do 
not offer lift-unit shipments of materials which will con- 
form to your specific needs, the first step is to determine 
which ones do. Those who do will furnish you with lists 
of different materials and products which are available in 
standard units. 


Once supplied with this information you should con- 
dense it into a simple chart listing the products and lift- 
units which are suitable to your operation. Typical entries 
in a list would be as follows: 








Pcs., Yards, Bags 
Bdis. or Cartons 
Unitized Per Unit 
x 10 sqs. 
923 sas 
and 11 2.3 sqs. 
1/2” Gypsum Wallboard 30 
Mosonry Cement x 35 


PRODUCT Palletized 
Asphait Shingles 


Asphalt Shingles 








Using such a check list, you need only to make a resume 
of your inventory together with current market require- 
ments to determine what quantities and unit sizes you can 
handle to best advantage. 


Che planned order will also include information on yout 


i so 
a a 


| | 
$$ $4+$—_4——§ ——__________- 


carrier. You will specify whether you unload from a dock 
or from ground level; what types of equipment you will 
use in unloading; whether you desire a bulkhead flatcat 
shipment, double door standard boxcar, etc 

When making up planned orders, remember that sev 
eral lengths, widths and thicknesses can be specified 

The type of handling equipment you use for unloading 
should also be included in preparing planned orders. The 
stacking pattern for unloading by hand-truck is different 
from that intended for mechanical unloading. 

Benefits. The most obvious benefit of a planned ordet 
is the great reduction it means in unloading costs. 

The arrival of a planned order of unit lifts at a yard has 
a chain reaction in reducing a number of other handling 
costs. These other lower costs result because: 1) tiering in 
storage is simplified and maximum storage space can be 
utilized; 2) order filling is made easier by handling unit 
loads; 3) handling from storage to delivery truck is faster 
and 4) manufacturers generally do not charge for these 
special services. 

Less obvious benefits include less damage, easier inven- 
tory control, dunnage reduction and demurrage reduction 


Checklist for 

Planned Orders 

* Information on standard units has 
been procured from suppliers. 
All possible materials are ordered 
in standard units. 
Loose materials are formed into 
standard units upon arrival. 
Pertinent data on unloading equip- 
ment included in planned order. 
Comparative unloading costs rec- 





ords are kept. 





(60) Bdls. 4x14 (60)Bdls. 4x10 (60) Bdls. 


4x8 








(60) Bdls. 


Damage due to handling is record- 
ed in a separate entry from in- 





(60) Bdis. 4x12 | (60) Bdls.4xi2 


4x9 











(60) Bdis.| (60) Bdls 


transit damage. 
Piece by piece count of inventory 


(60) Bdls. 








is avoided, 














PLAN VIEW, ALL 1.” GYPSUM WALLBOARD. View of flatcar indicates 
variety of sizes which may be combined in a single carload shipment. It 
contains a total of 540 bundles (1080 pieces) which are broken down as 
follows: 60 bundles 4’ x 7’; 120 bundles 4’ x 8’; 120 bundles 4’ x 9’; 
60 bundles 4’ x 10’; 120 bundles 4’ x 12’ and 60 bundles 4’ x 14’. 
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Dunnage held to minimum in order- 
ing. 

Dunnage cleaned from cars before 
release. 

Flatcars or boxcars specified when 
advantageous. 
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EQUIPMENT AS NEEDED is sup- 
plied Merritt's by lessor. The 
$7,500 heavy duty tractor be- 
low is leased, hauls a Merritt- 
owned trailer to bring in lum- 
ber, runs over 600 miles per 
week. Total tractor cost for this 
service is about 12¢ per mile. 


FOR FINISHED PRODUCT 
HAULING, this van body truck 
leased by Merritt's gives wea- 
ther protection. Lessor supplies 
hydraulic tail gate at no extra 
cost. 


OWNED BY MERRITT’S because 
it is now completely written off 
but still giving reliable service 
with little trouble, lumber de- 
livery truck below is due for a 
repaint soon. 


Pros and Con's of 


TRUCK LEASING 


for building material dealers 


‘It is good business to lease your trucks instead of owning 
them,'' says Pennsylvania dealer operating 10 units. His method 
may help you expand your business profitably. Drawbacks to 


leasing also outlined here. 


It’s good business to lease your de- 
livery trucks instead of owning them 
outright, according to T. Merritt Lud- 
wig, executive vice president of Mer- 
ritt Lumber Yards, Inc., Reading, 
Penna. After many years of own- 
ing its own trucks, Merritt Lumber 
in 1957 switched to the lease basis, 
now has a full year of experience 
with the method. 
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The firm operates 10 trucks. These 
include two heavy duty tractors for 
use bringing lumber from the docks 
at Philadelphia and Wilmington; five 
flat-bed trucks with 14’ dump-bodies 
for job delivery of lumber and three 
van-body trucks for delivery of mill- 
work and other finished products. The 
van-body units have hydraulic tail 
gates which assist the driver in low- 


ering heavy items from the truck 
bed to the ground. Still owned By 
the firm are several trailers, one flat 
bed unit and the fork trucks and 
straddle trucks used in the yard. 
Financial aspects. According to 
Merritt Lumber’s treasurer, M. C. 
Krebs, the leased heavy duty tractors 
would cost $7,500 each if bought to- 
day; the 14’ dump-body trucks, $5,- 
700 each and the van-body trucks 
with hydraulic tail gates $6,500 each. 
If these 10 units were to be pur- 
chased new this year, the total capital 
investment in them would be $63,- 
000. On a six-year depreciation sched- 
ule, the charge-off is $10,500 per 
year. Interest on the $63,000 at 5% 
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is $3,150 per year. Thus the cost of 
owning the 10 units is $13,650 per 
year without including cost of gas 
and oil, maintenance and repair, li- 
censes and insurance. 


On the lease basis, Merritt Lum- 
ber pays $30 per week for each of 
the eight delivery rigs and $40 per 
week for each of the heavy duty trac- 
tors. This gives a basic lease cost of 
$320 per week. This cost includes li- 
censes, insurance, maintenance and re- 
pair, lubrication, but does not include 
gas and oil. Per year, the basic rent- 
al cost comes to $17,640. 

The moment the trucks are used, 
the cost of licenses, insurance, main- 
tenance and repair, lubrication plus 
gas and oil must be added to the 
basic ownership cost. On the lease 
side, One must add only the cost of 
gas and oil, plus five cents per mile 
added by the lessor to the basic lease 


cost 


When owning trucks, Merritt’s em- 
ployed two mechanics in order to 
hold down the costs of maintenance 
and repair. Under the lease plan Mer- 
ritt's now has only one mechanic, 
who is primarily concerned with yard 
handling equipment and the company 
trailers. This represents a saving in 
payroll cost of approximately $5,000 


Methods compared. Comparing the 
two operating methods, _ treasurer 
Krebs calculated that in 1956 Mer- 
ritt Lumber paid $34,468 to own its 
trucks, while in 1957 it paid $28,476 
to lease its trucks. (Actually the 1956 
ownership cost was less than this be- 
cause almost all the trucks had been 
written off; but the comparison is not 
far wrong because it would have been 
necessary to replace these old trucks 
with new ones soon.) 


In one week in June, 1958, Mer- 
ritt’s paid the lessor $484.55; this cov- 
ered 3,291 truck miles driven that 
week. This figures out at 14.7 cents 
per mile. If that were assumed to be 
an average week, the yearly lease cost 
comes to $25,168 or in substantial 
agreement with Krebs’ figures on 1957 
leasing 


“Under our lease agreement, the 
lessor furnishes us with extra trucks 
during peak periods and also when a 
unit is laid up for repairs,” explained 
Ludwig. “All we pay for the extra 
peak-period trucks is the weekly rate 
and this can be stopped whenever we 
don’t need them.” 


Who should lease? Sol Berman, 
from whom Merritt Lumber leases its 
trucks, explained that a good truck 
lease must be tailored to a dealer’s 
individual needs. 


“Basically, anyone should lease 
trucks who isn’t set up to do his own 
work on maintenance and repair, lu- 
brication, tire purchase and the like,” 
he said. 

“In other words, if he buys these 
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items on the high retail dollar, he ts 
better off leasing. A dealer should 
remember there are only two times 
when a truck is worth its invested 
capital. This is the day you buy it 
and the day it is written off. Between 
those two periods there is little rela- 
tion between its value as you Carry it 
on your books and its market value. 
You can see that what the truck les- 
sor actually does is to rent the dealer 
the depreciation and interest on the 
truck.” 


Advantages. There are both advan- 
tages and disadvantages in_ truck 
leasing for lumberyards. Advantages 
include (1) stretching working capi- 
tal; (2) speeding replacement of old, 
high-cost equipment; (3) permitting 
better delivery service at minimum 
risk; (4) staying competitive with oth- 
er dealers; (5) a hedge against the 
future; (6) an alternative to borrow- 
ing; (7) maintaining a favorable show- 
ing on the balance sheet. 


Disadvantages. Reasons against 
leasing include (1) total rental pay- 
ments come to more than the pur- 
chase price; many small companies 
don’t earn enough on their invested 
funds to justify leasing solely as a 
means of freeing additional working 
capital; (2) if earnings decline sharp- 
ly you'll be burdened with the fixed 
annual cost for the term of the lease; 
(3) you can always borrow money on 
owned equipment; (4) while leasing 
frees cash, if you were to buy you'd 
end up owning the equipment; (5) a 
dealer gives up certain freedoms that 
go with ownership when he leases; (6) 
leasing is not for poor credit risks, nor 
probably for dealers operating but 
one truck, 


“Time value” of money. In final 
analysis, leasing trucks can be profit- 
able to the dealer. The reason lies in 
the difference between paying a lump 
sum at once or stretching a somewhat 
larger amount over a period of years 
This means taking account of the 
time-value of money. Dollars to be 
paid or received at some future date 
always have a lower present worth 
because they could be earning interest 
in the meantime. 


For example, a company can pro- 
vide for payment of a $100 debt due 
in three years by investing $88.90 to- 
day at 4% interest. In other words, 
$88.90 is the present value of $100 
three years hence, discounted at 4%. 


A purchase of a truck today re- 
quires paying a lump sum in today’s 
dollars; leasing calls for payments 
stretched over several years. It’s the 
rate of earnings that determines how 
much a dealer can afford to pay to 
have the additional cash available now 

rather than later, 





CAMING 


Pim & 
Fire 


Camino forests are altitude timber 
—soft textured, mellow, generous size— 
the ideal raw material for producing 
wide, thick pattern lumber, beautiful, 
clear interior finish, paneling, all-around 
building items, shop lumber, etc. And 
remember, Michigan-California is a 
veteran lumber producing organization, 
instilled with the spirit of careful man- 
ufacture and shipping—a shipper of 
quality lumber for over four decades. 


We are satisfied that you will 
benefit by becoming acquainted 
with Camino Quality Sugar Pine, 
Ponderosa Pine and associated 
species. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO, EI Dorado County, 
CALIFORNIA 


Camino Quality 
SUGAR and PONDEROSA PINE 


and associated species 
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LUMBERMAN 


New Products 


* 


Electrical Fixtures & Sundries 


Slim Silhouette Light Fixture 


The homemaker can light up a dim working area or focus 
attention on a cup and saucer collection with this new slim 
silhouette light fixture. Only one inch thick, the light may be 
used inside base and wall cabinets, as well as under wall cab 
inets, for counter lighting with no unsightly bulges or inter 
ference. For added convenience in under-cabinet installations, 
there’s an auxiliary AC outlet. The fixture is 12'2” long and 
5” deep and may be used individually or in a series. Uses a 
single 8-watt fluorescent tube. Mutschler Brothers Co., Dept 
AL, Nappanee, Ind 
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Inspiration Lighting Program Utilizing only 20%” x 10” of counter 
space, the colorful metal merchandiser 


includes a supply of folders outlining 
Inter-Link strips. Ca 
Dept Al 


Called Certified Inspiration Lighting, 
a new program to provide the standards numerous uses of 
necessary to achieve inspiration lighting ble Electric Products, Inc 
in every home is based on five main Providence 7, R. I 
principles of modern lighting: impression Circle No. 205 
lighting, comfort lighting, convenience 
lighting, safety lighting and protection 
lighting. The basis of the CIL program is 
a kit containing 10 major items: book of 
standards, homeowners lighting guide, 
presentation portfolio, practice diagrams, 
drafting tools, merchandising material 
Two New Lighting Fixtures homeowners certificate, fuse box sticker 
model home signs and newspaper mats 
A new line of pulldown lighting fix Thomas Industries, Inc., Dept. AL, 410 
tures (right) in traditional design is avail- S. Third St.. Louisville. K1 
ale in polished copper with shades of Circle No 
rusty iron finish or polished brass with 
satin black shades. The reels adjust from 
26” to 64”. Either three-way or single 
lamp fixtures are available. Another 
line, called Brass-N-Glass (left), com- 
bines Danish and Italian influence with 
a modern blending of imported glass and 
polished brass. Shades are imported glass 
in a milk white finish. Maximum height I gt th 
is 36”, spread 26”. John C. Virden Co.., \ “4 Illuminated House Numbers 
Dept. AL, 5209 Euclid Ave., Cleveland, 
3. Ohio A new type of illuminated house num- 
Circle N a a Ma rad ber that operates on low voltage door- 
ae) poe , bell current and costs the homeowner 
less than 9¢ a year to operate is an- 
Residential Fixture Line nounced. Trade-named Welcome Light, 
the plastic and metal illuminated signs 
A colorful catalog on its new 1958 Snapit Inter-Link System are available ena piel ot designs In- 
residential fixture line is announced by cluding a recessed model for brick walls 
Markel Electric Products. Included in this Wall strips which add permanent mul- and a double-faced unit primarily for 
new line are distinctive contemporary tiple electric outlets to kitchens and other commercial use. The numerals are plas 
and modern designs for every room in rooms are available for do-it-yourself in- tic-welded to the face plate at the fac 
every home—and special new finishes stallation. A feature of the unit is a tory. Welcome Lights may be wired di- 
walnut, gold-n-white, blonde, polished special cap which, when plugged into rectly to the doorbell transformer, except 
brasstone, polished coppertone and pol the original outlet, makes possible either where motor-driven chimes are to be in 
ished Nuchrome. All Markel fixtures have horizontal or vertical installation. Each stalled, says maker. The unit is “on” 24 
the IBEW, AFL label, are approved by Snapit Inter-Link unit is wrapped with hours a day and requires no switch. Cal 
UL. Catalogs of the new line are available a colorful descriptive band and full in- umet Plastics, Inc., Dept. AL, 10213 S 
by writing Markel Electric Products, JInc., stallation instructions are supplied. In LaSalle St., Chicago, III 
Dept. AL, 145 Seneca, Buffalo 3, N. Y addition, a display panel on which each Circle No. 206 on Coupon, page 84 
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Circle No. 203 on Coupon, page 84 item in the line is mounted is available. (continued on page 72) 
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Now’s the time to sell DAP 


CAULKING -GLAZING-SEALING PRODUCTS 


Now...and month after month! DAP ad- 
vertises the year round to pre-sell your cus- 
tomers on the many uses for every product 
in the complete DAP line. Cartcons you see 
here appear in advertisements seen again 
and again by more than 40 MILLION peo- 


“1 
~~ 
#* 


ple!* Find out how this powerful pre-selling 
program plus plenty of dealer tie-in material 
plus sales-building packages and special self- 
serve merchandisers make DAP the best- 
profit line for you. Call your wholesaler now 
or write us for his name. 


Advertised the year round in The Saturday Evening Post, 


Popular Mechanics, Household, Sunset, Progressive Farmer, 
Family Handyman and other magazines. 





DAP...Caulking Compounds in cartridges, cans and collapsible tubes — Black-Tite — Rope Caulk — Kwik- 
Seal®—‘33’ and ‘1012’ Glazing Compounds—Putties—all in bright packages designed for user convenience. 


Factories in: Dayton, Ohio ¢ Alexandria, Virginia ¢« Chicago, Illinois * Decatur, Georgia 
Dallas, Texas * Richmond, California * Xenia, Ohio * Melrose, Massachusetts 


BUILDING PRODUCTS MERCHANDISER 
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light; Canopy Visorlite (J-840) is pan- 
NEW PRODUCTS eled in Opalene glass for direct front 
lighting and has a perforated canopy and 
underside for up and down lighting. Jay 
Lighting Co., Dept. AL, 25 Quincy St.. 
Incandescent Lighting Brooklyn, N. ¥ 
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Called Visorlite, a new incandescent 
lighting fixture serves a useful as well as Adds ‘‘B’’ Touchette Wall Switch 
decorative purpose for up and down di- 
rect lighting and indirect lighting. There Like the original single button Touch- 
are three styles and three sizes. Finished ette, the new, inexpensive “B” Touchette 
in rust-resistant soft gloss pastels, each Wall Switch requires only slight pressure 
style swings on slip hinges and opens to turn on lights. Another touch and it a 
like a visor for easy cleaning and re immediately flicks lights off again. “B” 
lamping. Valance Visorlite (J-870) has Touchette measures just 1” in depth, thus 
a Satinlene glass paneled bottom for di- allows for quick, simple installation, even 
rect lighting and valanced top for indirect in boxes where several wires already en- 

. oe i ; : ’ three-way and four-way models, in a 

lighting; Split-Louver Visorlite (J-860) ter, says maker. It also fits standard out- . , : ; 

. : : choice of brown or ivory touch button 
has four-louvered panels edged _ in let boxes and toggle wall plates. It is Rated 15A-120-277V. AC aly | oe 

> . « > JAA TLV’ ’ f 4 : 

chrome, dramatically arranged to reflect available in single pole, double pole, ; 

. Touchette is designed to operate either 
incandescent or fluorescent systems. Ro 
dale Mfg. Co., Inc., Dept. AL, Emmaus 
Penna 
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Troffer That Handles Like Tile 


The slender Smithcraft Slendex Trof 
fer is so shallow that it handles like 
tile; recesses only 15%”. It is shielded by 
an extruded and formed polystyrene 
diffusing panel, which has a pleasing, 
glare-free surface finish. Easily installed 
by one man, Slendex recessed units are 
quickly placed into the ceiling flat, says 
; , : t maker. Slendex also is available as sur 
vacuum cleaner that goes with it. Like dealers everywhere, he’s face units. The fixture is only 134” deep; 
discovered the shampoo machine is the hottest thing in rentals. overall depth, including shielding, is 3” 
And it’s plenty hot. By renting the machine only twice a week, All Slendex units, both recessed and sur 
; : ree ' mgs i . face, are available in 1’ and 4’ units for 
he averages an extra yearly profit of $673 in rental fees and in- > R “ ? 

LR 2 Rapid-start lamps and 2’ x 4’ units 
come from shampoo and impulse sales. for 4 Rapid-start lamps. Smithcraft Light 
oat : ; ; E ing, Dept. AL, Chelsea, Mass. 
You'll enjoy this extra income, too, when you start your Clarke = 5 
) ] / Circle No. 209 on Coupon, page 84 
rental department. Clarke offers you a complete line of depend- 
able floor machines to rent and gives you all the selling aids you 
need — mats, radio scripts, banners, mailers—to promote your 


That’s right, profit — $673 of it! And he makes it in the first year 
on only one Clarke rug shampoo machine and the wet-dry 


department and build your profits. Write for details now, 


lark SANDING MACHINE COMPANY 
467 E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches in Principal Cities 
In Canada: Clarke Sanding Machine Co. (Can.) Ltd., 21 Advance Rd., Toronto 18, Ont. 


Fan Control Timer 


& = rT A A flush-mounting, all-electric fan con- 
: trol timer that fits a single standard out- 
Floor Polisher Floor Sander Wet-Dry Vacuum Cleaner Floor Edger Rug Shampoo Machine let box, Model FAS1-0 is U/L listed 


and automatically shuts off electrical 
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equipment at any pre-selected time up 
to 20 hours, says maker. The FAS1-0 
can be used for a wide variety of home 
timing applications including the con 
trol of attic fans, yard lights, porch 
lights. The timer wall plate has been de 
signed with molded ivory urea material 
and is 234” x 442” x 13/16”. For easy in- 
Stallation, the three coated wire leads 
and backplate are marked. Paragon Elec- 
tric Co., Dept. AL, Two Rivers, Wis 
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hand maple 
| COUNTER TOPS | 


... add extra profits 
to your business! 


Sensenich Counter Tops are built by 
the same skilled hands that make 
Sensenich Airplane Propellers, used on 
private planes throughout the world 
made of kiln dried north- That’s why you'll take justifiable pride 
ern hard maple in installing and selling Sensenich lam- 
inated wood Counter Tops. 
Sensenich Chopping Blocks and Pastry 
Boards—made to the same high quality 
standards. Available from stock 


electronically glued 
with moisture resistant 
urea resin 
GlassWall Porch Enclosure available with or with- 
out backsplash 
DeVac GlassWall porch enclosures con- pilin bis abmuaDiesd shaban ~ ; s Die a 
vert an ordinary open breezeway to a 1%” thick. 12” to 96” rite today for complete information and 
weathertight family room or second living : price lists. 
room that can be used virtually year 
‘round, even in cold northern climates 
DeVac GlassWalls are modern, floor-to Dept. Al 
ceiling windows that allow up to two 
thirds ventilation. Clean, simple lines per 
mit them to blend with any type of archi 
tecture. The units consist of three vertical 
sliding glass panels, each of which can be 
adjusted to any position and locked in 
place by means of a simple patented pin- 


long, 25’’ wide 
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lok. A full-length Fiberglas outside screen 

° . 
set in a specially treated wood surround, 
which may be stained, painted or left 


natural, completes the unit. DeVac, Inc., 
Dept. AL, 5900 Wayzata Blvd., Minneap- 
olis, Minn. TO OVERHEAD DOOR MARKETERS ! 
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The Ambassa-dor Co. — Specialists in the manufacture 
of top quality hardware and track for overhead doors — 
offers a complete line of deluxe hardware and acces- 
sories at attractively low prices. 

Galvanized ‘'SLANT-RITE" track construction provides 
a tight seal when door is closed yet eliminates ‘'rub- 
bing’ in operation. Requires only 9'' Headroom 

Rollers are heavy gauge, double tire, steel ball bear- 
ing, grease pre-packed and lifetime lubricated. Guaran- 
teed for five years. 

Oil tempered helically wound stee! extension springs 
calibrated to your door weight requirements. 

Sheaves: galvanized with greased packed ball-bearings 
for longer life. 

Cable: aircraft, galvanized (10 to 1 safety factor). 

Hinges: Sturdy 8'', 12 gauge hollow pin rivet hinges, 
galvanized ond graduated for easy operation. 











Packaged Aluminum Carport 
A newly designed, low-priced alumi- 
num carport is packaged for the do-it- 
yourself market. Called the Universe Car- 
port, the trim looking 10’ x 20’ shelter 
also is ideally suited as a patio cover, 
boat port and utility canopy. It comes 
with supports for a freestanding installa- 
tion, or it can be easily attached to an 
existing structure. Principal feature is the 
6” wide interlocking aluminum panels, 
which slide together to form a weather- 
tight roof. The Universe Carport is fin- 
ished in gleaming white enamel with 
emerald green trim around the perim- 
eter of the roof. Hunter Douglas Alum- 
inum Corp., Dept. AL, 405 Lexington 
Ave., New York 17, N. Y. 
Circle No. 212 on Coupon, page 84 
(continued on next page) 
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Corner bracket: heavy steel crow-foot type, designed 
to tie in bottom rail and end stiles and strengthen 
against joint separation — remove strain from bolts. 

Hardware packed in individual plain cartons to re- 
ceive your label or identification. Your own instruction 
sheet can be included in cartons or a ‘'neutral'’ sheet if 
desired. 

Special applications available for low headroom, tor- 
sion spring, commercial, industrial or service station in- 
stallations. Write for information regarding electric or 
radio controlled operators and other accessories. 

For complete information and prices, indicate quanti- 
ties you can use . . . include with your inquiry an order 
to ship you a sample set. . . full refund if returned. 


AMBASSA-DOR CO. 


MANUFACTURERS OF OVERHEAD DOOR HARDWARE 
— FOR OVER 17 YEARS 


P. 0. Box 598, Malvern, Penna., Telephone: Malvern 4659 
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kaged Portable Sil 
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(begins on page 70) A portable silo that fits comfortably 





into a 2’ x 4’ carton, yet unfolds to hold 
up to 40 tons of silage, is announced 
The unit is basically a Koroseal vinyl 
sleeve that comes with permanent rust- 
proof fencing to hold the liner in place. 
Special locking devices and protectors are 
provided. When installed and filled, the 
unit, called Porto-Silo, is 14’ in diameter 
ind approximately 12’ high. The com- 
pany says the Koroseal sleeve seals 
off air and moisture penetration. This 
virtually eliminates silage spoilage, the 
firm says, and means that the silage re 
tains more nutrient value and palatabil- 
ity. U. S. Fiber and Plastics Corp., Dept 
AL, Stirling, N. J. 
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STAINLESS STEEL FLUE 


PACKAGE 


CHIMNEY 


Designed and engineered by McQuay, 
and suitable for all fuels, (Type A) this 
new package chimney has a 7” stainless 
steel flue with aluminized steel interliner 
and outer casing. The interliner is sup- 
ported by the exclusive McQuay stainless 
steel tension spring spacers for strength, 
rigidity and durability. 

This McQuay thermo siphon design per 


drafts and even temperatures from top to bottom 
for peak efficiency. There is nothing to deteriorate, 
nothing to collect soot. Roof housing is large, meas- 


uring 16” x 20” with a 20” x 24” cap. 


For best result and greatest economy recommend 
this McQuay package chimney on every job. Terri- 
tories are being assigned. Write to: McQuay, Inc., 


' Efrat ity 


1616 Broadway St. N.E., 
Minneapolis 13, Minn. 








mits quick 











McQuay stainless steel tension 
springs separate and firmly posi- 
tion stainless steel flue 


Meets the Original and More Severe Underwriters’ 
Laboratories Standards 103, March, 1956 


saFety — Listed under the re-examination 
service of Underwriters’ Laboratories, Inc., 
and on the approved list of F.H.A. and V.A. 
LIGHT weiGHT — Load on support joists is 
only 9 pounds per foot of chimney length. 


Economy — Costs one-third to one-half as 
much as brick installed. Pre-assembled to 
eliminate costly on-the-job time and labor. 


LONGEST SERVICE LiFe— Flue is of stainless 
steel to permanently withstand effects of 
combustion gases. Starter box and starter 
sections are in one unit. Standard 24”, 18” i 
and 12” sections give any desired length. 


Circle No. 45 on 


SHIPPED COMPLETE 


-with easy-to-follow 
nstructions for simple installation. All 


units are individually packaged. 


AIR CONDITIONING 
HEATING 


Ns REFRIGERATION 
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Baseboard Electric Heat 


Being marketed for the first time, these 
baseboard electric heat units are only 
2-1/16” thick and 6” high. Provided in 
32” and 48” lengths, the baseboard pro- 
duces 200 watts per lineal foot. Acces- 
sories include thermostatic control unit, 
220 or 110-volt convenience outlet box 
section, end caps and corner pieces. No 
preliminary sanding is required prior to 
being painted to match any color scheme, 
says maker. Hunter Div., Robbins & My- 
ers, Inc., Dept. AL, P. O. Box 3775, 
Memphis 14, Tenn 
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Fashion Window Package 


Fabrow casements ir. a wider variety of 
sizes, achieving new narrower design di- 
mensions, are now available with snap 
on grilles in three patterns—Colonial di- 
amond lite, Contemporary horizontal lite 
and Olde French square-patterned panes. 
Grilles snap on over insulating glass 
Window washing is easier, too. The 
grilles snap off easily; spring clip attach- 
ment snaps them back into place in- 
Stantly. Casements and grilles combine 
with companion sashless picture windows 
to provide a Fashion Window Package 
that makes possible many appealing win- 
dow designs at low cost. Fabrow Mfg., 
Inc., Dept. AL, 7208 Douglas Road, To- 
ledo, Ohio. 
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Aluminum Calking Gun 


Calking guns weighing 35% to 45% 
less than all-steel guns employ a light 
weight rustproof aluminum barrel in 
place of steel, thus reducing the weight 
of the gun. Called Alumilite Guns, they 
will speed up calking time due to the 
almost tireless effort involved in han- 
dling. At present, maker will manufac- 
ture aluminum barrels only in its 10” 
barrel (No. 32A) and 14” barrel (No. 
45A) professional models. Both these 
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uminum 
aarrel 
kcap a 


models can be used with cartridges or 
with bulk calk. Calbar Paint & Varnish 
Co., Dept. AL, 2612 N. Martha St., 
Philadelphia 25, Penna. 
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Custom Design Accessories 


Customized Design Kits, available for 
use on any style of Crawford Door, pro- 
vide an easy-to-apply means for individu- 
alizing garage door appearance and cre- 
ating custom effects. Inexpensive, these 
same accessories also may be utilized to 
decorate the front entrance door of the 
home and the shutters to produce a color- 
ful and distinctive matching effect that 
beautifies the entire home frontage. The 
accessories are packaged in a wide variety 
of standard kits to meet the requirements 
of every conceivable design combination, 
announces maker. Crawford Door Co., 
Dept. AL, 20263 Hoover Rd., Detroit 5, 
Mich 
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Prefinished Wood Paneling 


A new type of prefinished wood panel- 
ing, reported to greatly reduce labor and 
materials costs for attractive interior 
walls, is announced. Tradenamed Plywall, 
it is essentially a plywood material with a 
natural woodgrain effect transferred to 
the panels by means of a photographic 
process without the use of paper or plas- 
tic laminations, says maker. The panels 
are now available in eight different fin- 
ishes, in either groovel random plank or 
plain. Plywall Products Co., Inc., Dept. 
PR-1-AL., P. O. Box 625, Fort Wayne, 
Ind. 
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What's Your Answer? (Answers on page 83) 


. On what phase of his business did a Florida dealer focus his promotion in order to 


give his new yard a fast start? 
Who is offering you in a new booklet straight answers to the most-asked questions 
about truck leasing? 


. What standard procedure of delivery for its precut homes, garages and breezeways 


saves time for a Minnesota firm? 
Which package of aluminum combination storm doors and windows did Levitt & Sons 
place on its model homes to draw more traffic? 


. What percentage of the nation’s lumber dealers now sell electrical supplies? 


What new sales aid is especially illustrated to give your customers valuable painting 
facts and tios? 


. How many good-sized remodeling jobs does a Georgia dealer obtain by making 


30 or so phone solicitations to homeowners a day? 


. What brand-new floor design display offers women customers a chance to design 


their own floor in your store? 


. What has been T. Merritt Ludwig's experience in leasing trucks instead of owning 


them during the past year? 


. Name three million-dollar ways in which DFPA is building sales for you? 


THE HOME OF 


P.S. 


OAK FLOORING 


IN THE MISSOURI OZARKS 


Precision millwork-smooth and clean. 
Saves sanding time and labor. 


HERE'S WHAT YOU GET 
WHEN YOU ORDER... 
OAK Carefully and thoroughly seasoned in modern kilns. 


FLOORING 


Unusual color and grain uniformity. 
Blends perfectly with any interior decor. 


NOFMA graded. Neatly and securely packaged for pro- 
tection in transport to your yards or jobs. 


Direct van delivery in our own trailers within 600 miles. 
Trailer or split loads delivered at carload prices. 


Investigate how P.S. Oak Fleoring con build good will and more business fer you 
Write or phone for perticslers. 


ADGETT 


MITH FLOORING COMPANY 


Mountain View Mo. Phone 31 
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and covered with the aluminum sealer 
Effective for years as a waterproofing 
material for below-the-grade surfaces, 
components of the new system have been 
developed to where they can be econom! 
roofing applications 
Corp., Dept Al 


NEW PRODUCTS 


(begins on page 70) 


In the long run 





it's Hobbs Wall — hy sited So 
Redwood 


Twinsburg, Ohio 
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Plastic Jars for Pegboard 


Three-inch plastic jars with perforated 
board brackets welded to rustproof caps 
that fit all perforated board keep small 
parts in plain sight and within easy 
reach on pegboard. Eliminates time-wast- 
ing searches through drawers or _ bins 
and protects parts from dust and damp. 


Eight New Roper Built-Ins 


Provides handy storage for nails, screws, 
small toys, fish hooks, keys, etc. Can be 
hung in kitchen, garage, basement, hobby 
shop, etc. Stelco Mfg. Co., Dept. AL, 972 
Broad St., Newark 2, N. J. 
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Built-Up Roof System 


Glistening aluminum flakes are being 
combined with glass fabric and asphalt 
to produce a new roofing and flashing 
system called Glasell brand Flexroll. The 
new built-up roof system offers an extra- 
smooth surface achieved through the leaf- 
ing action of aluminum flakes, a bright 
metal pigment, made by Alcoa. The new 
roofing material is available in 2242” and 
45”-wide rolls. It is merely laid over and 


Eight new built-in gas top burner cook 
ing units offer many new features. Flush 
to-countertop installation is a major ap- 
peal of two of the units. Fast, low-cost 
installation is stressed by Roper for all 
units, which fit standard cabinets in wood 
and steel, it is said. Four burner cluster 
models in the new line include luxury 
models with top burner heat control anu 
a low-cost version for limited budgets 
Largest of the new built-ins is a 38” five 
burner model. The center burner, a ther 
mostatically controlled Tem-Trol burner 
converts to an automatic griddle. Two 
narrow two-burner models also are of 
fered. Geo. D. Roper Sales Corp., Dept 
AL, Kankakee, III 
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WILKENSON COMPLETE LEG KITS 


EASIER to buy for your 
Do-It-Yourself customers — 


Wilkenson complete kits are available with seamless 
tapered legs . . . seamless square legs with weld-on 
flanges ... in lengths from 3” to 28”. 

A greater selection of beautiful finishes: Satin brass, 
Pewter, Coppertone, Chrome. Will not mar, stain, 
peel, tarnish, chip or corrode. 

Special brackets permit either straight or slanted 
leg positioning. Self-leveling tip assures perfect rest 
on practically any floor. 


EASIER for YOU to sell — AND—this FREE beautiful 2-color 
counter display for mounting a 
sample brass leg! It’s a sure eye- 
catcher! 


Hobbs Wall Redwood brings 
them back for more. There's 93 
years of milling, grading and 


shipping experience — behind 


that quality. 


For the name of your nearest 


wholesaler or commission man, 


Complete kits have four legs, brackets 
and screws. One complete kit, one com- 
plete sale. 

National advertising in magazines, and 
in local papers, builds customer accept- 
ance and demand for the top-quality 
Wilkenson line. 

You also get FREE stuffers for your 
counter. : 


SELL EASIER... 
SELL FASTER... 


SELL Wilkenson Complete Leg Kits. 


ORDER NOW! All orders filled 
immediately at GENEROUS DISCOUNTS! 


WILKENSON MFG. 


2916 West Lake Street, Chicago 12, Illinois 


write or wire us now. 





HOBBS WALL 
LUMBER CO. 
) 





Hobbs Wall Building, 
2030 Union St., San Francisco 
Fillmore 6-6000 + Teletype SF-761 


Hobbs Wall is Exclusive Distributor for 


WILLITS REDWOOD PRODUCTS Co. 


A CRA Mill 
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ge WAX 


AMERICAN 
LUMBERMAN 


Sales Aids 


Tile-Tex Display Rack 
Tile-Tex now has available a sturdy 
metal display rack for its various floor 
cleaners and waxes. The rack is 4112” 
: high, 21” wide and 25” deep and can be 
.eKINNEY set up in a matter of seconds. The Tile- 
Tex Div., The Flintkote Co., Dept. AL, 
ms 4 1232 McKinley Ave., Chicago Heights, 
Pe 11. 


AO ROO ices 
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m “my customers 
w relyon me... 


Bifold Hardware Demonstrator 

A scaled-down model of a two-door 
louvred installation, the new McKinney 
demonstrator is only 1542” high anc 
1342” wide. The base is 714” deep to pro- 
vide a firm foundation as a showpiece 
that will not tilt or fall over. As is true 
of an actual installation, doors are easily 
lifted on and off. Lift-off convenience of 
the doors permits the salesman to point 
out each design feature of the hardware 
components while demonstrating ease of 
installation. Selling copy on the two-panel 
model is printed in white against a green 
background for easy reading. McKinney 
Manufacturing Co., Dept. AL, 1715 Liv- 
erpool, Pittsburgh 33, Penna. 
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pk 


...1 rely on 
this label”  \ 


“With every sale, my 
reputation for quality is at 
stake, That’s why the Certi- 
groove label is a must on every 
carton of cedar shakes I handle. 
Certigroove means No. 1 grade. It means 
Free Wall Display-Dispenser edge-grain material. It means full-pack, 
Masonite Corp. is offering a free wall I ‘ ateal li 
display-dispenser with each purchase of full-coverage. It means inspected quality. 
a set of carded Peg-Board 4” fixtures, a = : dl 
new item in the line. Included in the It also means my reputation. Regardless 
package, beside the display, are hooks of price, I can’t afford to handle anything 
for hanging it on a wall or on the back 5 ‘ =a 
of the No. 801 floor model dispenser less than Certigroove quality cedar shakes. 
and 12 each of seven new prepackaged 
cards containing 44” fixtures for use with 
heavy-duty Peg-Board panels. Masonite RED CEDAR SHINGLE BUREAU 
es “yg » L11 W. Washington St., 5510 White Building, Seattle 1, Washington 
nicago 2, Ill. 
550 Burrard Street, Vancouver 1, B.C. 
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SALES AIDS 


(begins on page 77) 





Adhesive Strength Test 


Abesto Corp. is offering dealers adhe- 
sive strength tests as selling tools. The 
new test is designed to show the excep- 
tional adhesive quality and pliability of 
Abesto products. It consists of two pieces 
of roll roofing bonded with Abesto liquid 
enclosed in an explanatory envelope. The 
customer is asked to try his skill at sepa- 
rating the roll roofing without tearing it, 
thus proving to himself the adhesive qual- 
ity of Abesto products through self dem- 
onstration. Abesto Mfg. Corp., Dept 
AL, Michigan City, Ind. 
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Kit to Sell Room Divider Line 


Cosco is offering a unique display kit 
to call attention to its attractive new 
room dividers. A set of full-color card- 
board props simulate a table-top radio, 
a pair of decorative planters and what- 
nots, plus a group of literary best-sell- 
ers give the customer a strong impres- 
sion of the utility of the room divider 
The display kit also contains a full-color 
counter card, which suggests a variety of 
uses for the room divider. All the kit 
items are sturdy, strikingly lithographed 
and simple to fold into shape. Cosco 
Household Div., Hamilton Mfg. Corp., 
Dept. AL, Columbus, Ind. 

c 
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Designed for Consumers Re-Use 


Called the Perma-Pak, an individual 
package for bits and chisels is designed 
as a product sales feature as well as a 
self-service display package. Colorful 
boxboard holder slides in and out of a 
heavy transparent acetate sleeve, giving 
easy access to tool, both for inspection in 
store and for use in buyer's tool kit or 
workshop. Cutting edges of tool are pro- 
tected, yet clearly displayed. Punched 
tab at top of package pulls up for hang- 
ing. Rectangular shape of package per- 
mits neat stacking for bin-type display. 
Tool size is boldly labeled on package 
for fast selection. Greenlee Tool Co., 
Dept. AL, Rockford, III. 
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mS Lonace 


MOTEL « 


POOL ¢ CABANA CLUB 


ALL the CONVENIENCE— 


S 


without the expense 


Gala Holiday at Budget Prices © Olympic size salt water pool @ 


200 ft. private sand beach @ Coffee Shop ® Dining Room ® Cock- 
tail Lounge © Card Room ®@ Television Theater @ Luxurious, 


¥<“~xmodern guest rooms 
IN 


AIR-CONDITIONED 


FREE PARKING AT DOOR 


© Planned entertainment 


© Complimentary Cocktail Parties @ 


Weiner Roasts ® Movies © Many other Get-together events 


TR ~ 


Zz 


SS 
- _,-) 


SSS RN awe’ 4\ 


BSS uF bse 
TENE’ 


ONLY MOTEL pirectTLy ON THE OCEAN 
27th to 28th Streets 


WRITE FOR BROCHURE AND RATES 
OR SEE YOUR TRAVEL AGENT 


WV VeelanlMe stexelan 
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Modern Maid Built-In Showpiece 


An eye-catching, built-in display unit 
now available to lumber dealers features 
Modern Maid’s ovens and tops, which 
are interchangeable with either gas or 
electric models. The super-thin drop-in 
top is only 3” deep, allowing valuable 
drawer space beneath the counter top 
Controls are raised above top, eliminat 
ing dirt-catching openings. Rotisserie 
slides in the oven and can be stored out 
of the way when not in use. Modern 
Maid’s built-in oven is large enough to 
easily accommodate the largest-size roast 
er (see picture above). An extra broiler 
under oven also allows baking and broil 
ing at the same time. Tennessee Stove 
Works, Dept. AL, East 14th St., Chat- 
tanooga 1, Tenn. 
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~ MOTORISTS! 


before you travel 
write for your... 


| CONGRESS. 


MOTOR HOTEL GUIDE 


Rates, facilities and location of 
more than 700 better class 

Motor Hotels coast to coast — 

all inspected and approved 
members of the Congress of 
Motor Hotels. Travel the Congress 
way —and rest assured! 


WRITE TO 


WM. TELL 


MOTEL & APARTMENTS 


2509 Santa Monica Blvd. 
Santa Monica, California 
Circle No. 51 on Coupon, page 84 


July 21, 1958, AMERICAN LUMBERMAN AND 





LOCKWOOD ’S 
NEW REMODELOR 


for doors with 


ATTRACTIVE 


tired locks PACKAGE .ae 


LOCKWoop 
WEMODELOR 


NEW LOOK 


BEFORE . «6 


introductory 
offer 
for limited 
time only 
To introduce REMODELOR 


SOLUTION TO A PROBLEM FOR Lockwood is offering for a 


limited time only, FREE 
OVER 30,000,000 HOMES MERCHANDISER and 
with initial order. 
See your jobber or write 
Over two-thirds of our 50,000,000 homes are over twenty-five years old. for complete details. 
This is your great “redecorating —- remodeling” market. These homes 
have at least 300,000,000 doors equipped with locks that are unsightly ene SS 2 
— worn out — outmoded. Usually all three. Fresh paint brings these 
doors only half-way back to respectability. 
LOCKWOOD’S NEW REMODELOR adds a complete new look — a 
good as new look. You make a multiple sale — paint, REMODELOR, 
Lockwood cylindrical lock. You get quick turnover and Goop prorits 
. and the REMODELOR Merchandiser does a real selling job in 
minimum space. 
FOR INTERIOR OR EXTERIOR DOORS — The trim plates are 
available in two sizes — 10” x 34%” for exterior doors — 742” x 3%” 
for interior door. 
EASY TO INSTALL — Simple instructions 
packed with each REMODELOR give easy, 
step-by-step directions. Use of Lockwood 
SPEEDRIL saves time, insures proper align- f/f 
ment of holes. 4 


LOCKWOOD 


Lockwood Hardware Manufacturing Co., Fitchburg, Mass. 
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New Literature 





Technical Data 


Outdoor lighting fixtures. Among items described in a 100 


page catalog just published are the Magni-Flood fluorescent 
tloodlight fixtures Aerolite, Coping-Lite, Extrudo-Lite and 
Visualite, as well as mercury vapor floodlights, incandescent 
floodlights, spotlights, lampholders, also swimming pool, un- 
derwater, garden, patio and vaporproof lighting fixtures. Also 
fully described is the maker’s new Line-O-Lite Fluorescent 
Sign Light. Magni-Flood, Inc., Dept. AL, 50 Crary Ave., 


Mount Vernon, N. Y. 
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Ceco commodity types of aluminum and steel windows and 
screens are described in a new 40-page catalog No. 1049-D. 
Data for both aluminum and steel windows includes specifica- 
tions and construction and installation details. Ceco Steel 


Products Corp., Dept. AL, 5601 W. 26th St., Chicago 50, HL. 
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Garage door. The new low-cost Taylor Made all-steel Insta- 
matic Sectional Garage Door is pictorially presented in a bro- 
chure just published. Brochure describes how door is assem- 
bled, how it operates and the new engineering innovations 


which make it simple to install and extremely easy to operate 


Taylor Made Garage Doors, Inc., Dept. AL, 19800 Fitzpatrick, 


Detroit 28, Mich 
Circle No. 230 on Coupon, page 84 


Gasoline-powered fork lift truck. Rugged 3000-pound capacity 
Baker fork lift truck is described fully in a new four-page Bul- 
letin 1371. The illustrated two-color folder describes in detail 
the controls, the power unit, the design and construction and 
buyer benefits. Table of dimensions is included and many of 
the FGA 30’s components are illustrated. Baker Industrial 
Trucks, Div. of Otis Elevator Co., Dept. AL, 1250 W. 80th 


St., Cleveland 2, Ohio. 
Circle No. 231 on Coupon, page 84 





STOCK and SELL SMITH'S 


FINE QUALITY COLORS 


@ High Profit ® Fast Turnover 
The building trade knows and prefers Smith's 


* 4-purpose plaster and ¢ Concentrated mortar colors 
stucco colors ¢ Topper ready-mixed 
* Concentrated cement colors Sprink-L-On cement colors 


and Smith’s New 
* Portland “‘specification’’ cement paint 


* Rubber-base floor enamel ¢ We pay the freight 
* Orders shipped on the same day received 





Write for FREE informetion and color cards 


‘Originators of small package line 
G 3 @] 7 B . Ss M I T a of colors for the building trade"’ 
el. Maple Pork 7-3221 Est. 1920 


T 
CHEMICAL WORKS INC. MAPLE PARK, ILLINOIS 
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mouldings a 


STANDARD MOULDING BOOK 
$1.00 

Makes it easy to select and order by number the 

patterns you want for any use. Shows over 250 

mouldings in actual size perspective, with full de 

tail of outline, and description of dimensions, 

price and use 

AMERICAN LUMBERMAN, INC. 

139 NO. CLARK ST., CHICAGO 2, ILL 

Enclosed is my check in the amour of $1.00 for 

the above book 

Name 

Address 


City, State 











Hand nailer. An illustrated catalog sheet announcing Its new 
portable and automatic nailer for feeding, driving and setting 
standard round-head box nails is announced by Fas Nail The 
literature explains how the unit uses compressed air as Its driv 
ing force and how it can drive up to 100 nails per minute, in 
cluding the loading, driving and automatic setting of these nails 
Fas Nail, Div. of International Staple and Machine Co., Dept 
AL, 800 E. Herrin, Herrin, Ill 
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Adhesives, coatings, sealers. A new 23-page, 9” x 1142” cat 
alog listing official U. S. Government Specifications for a wide 
variety of adhesives, coatings and sealers now is available. The 
catalog lists, in numerical form, military, army and Federal 
specifications, their definitions and the corresponding 3M ad- 
hesive, coating or sealer that meets these specifications. Minne 
sota Mining and Manufacturing Adhesives, Coatings & Sealers 
Div., Dept. AL, 411 Piquette Ave., Detroit 2, Mich 
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Consumer Data 


Plastic laminate. An eight-page brochure, entitled “25 Ways 
to Beautify Your Home with Miracle Micarta,” describes doz 
ens of new uses for this durable plastic laminate surfacing ma- 
terial. Illustrates kitchens, bathrooms, game rooms. Shows Mi 
carta-covered tables, desks, countertops, wall panels, etc. Four 
page Color Chart available separately shows the 87 modern 
Micarta colors, patterns and wood Trugrains. U. S. Plywood 
Corp., Dept. AL, 55 W. 44th St., New York 36, N. Y. 

Circle No. 234 on Coupon, page 84 

Lee Quarry Tile. An attractive two-page folder, illustrating 
typical installations and interesting floor patterns made of Lee 
Quarry Tile, includes valuable data on colors, sizes and pack 
aging. A natural clay tile for heavy-duty use indoors and out, 
Lee Quarry Tile has a hard, smooth surface that resists grease, 
dirt, acid, moisture and the weather. Lee Clay Products Co., 
Inc., Dept. AL, Clearfield, Ky 


Circle No. 235 on Coupon 


relax in ee 
AIR-CONDITIONED ~— 
luxury 
at America’s finest year-around Resort 
and Convention Hotel 
Swim in our beautiful, new, heated swimming pool —surrounded 
by redwood cabanas and comfortable lounge furniture. 


® Two 18-hole golf courses (one Championship) ® World-famous 
Mineral Waters and Baths ® Skeet and Trap Shooting 
® Ponies, Playground, Sitters for Children ®@ Fine Food 
® Horseback Riding ® Entertainment 


Convention and meeting facilities for 1000 to 10. 


Se BO Be Bd Bd] OPEN YEAR ’ROUND 


For Reservations or Literature 
Write to: 
FRENCH LICK HOTEL 


FRENCH LICK, INDIANA PHONE LD 113 
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AMERICAN 
LUMBERMAN 


New Equipment | 


assure uimost maneuverability in narrow 
aisles. The two models—AB and AEZ 
have load capacities of 2,500 and 4,000 
pounds, respectively. The 2,500-pound 
model AB is furnished in standard plat- 
form widths of 1742”, 24” and 25% 
model AEZ of 4,000 pounds in widths of 
1734”, 24” and 2642”. Automatic Trans 
portation Co., Div. of The Yale & Towne 
Mfg. Co., Dept. AL, 149 W. 87th St., 
Chicago 20, Ill 
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gO ve oa A De 0e ndable Si Oource 


No-Lo Tire Pressure Indicator 
Designed to save costly time both on 
the road and in the shop, plus control 4 
the serious problem of truck tire wear, 
No-Lo Tire Pressure Indicator screws on I y/, QUALITY 
the valve stem of each tire, constituting ; i 
a miniature pressure gauge. Pre-set at the . , 
factory in increments of two pounds nies A ; ae 
(from 22 to 34) for cars, and in incre f= 7 |e, 
ments of five pounds (from 40 to 105) IS = bh fe 
for trucks. It gives a visual indication im- } wi. = 
mediately on a loss of six or more pounds Me —s 5 UNIFORMITY 
of air and is calculated to save owners 
and operators of trucks and automobiles 
25% or more on tire wear that results 


from driving on under-inflated tires. Fre 
bank Co., Dept. AL, 711 W. Broadway, ARTER FBSTER & OHNSON 
7 


Glendale 4, Calit 
ARE MANUFACTURERS AND DISTRIBUTORS OF 
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Sugar and Ponderosa Pine Shop and Selects 
Sugar and Ponderosa Pine Boards 
Douglas and White Fir Shop and Selects 

© Douglas and White Fir Dimension and Boards 
incense Cedar Boards 

Redwood Siding and Finish 


Cerlist Model 3 Diesel Engine Ponderosa Pine and Fir Mouldings 
he first of a line of five models of Pine Sash and Panel Doors 

2-cycle diesel engines ranging from 55- 

225 hp is the Cerlist Model 3, rated 85 


hp at 3,000 rpm with fan and generator 
This line of diesel engines will feature << Wwe ; i 
design for high speed operation to give In addition £4 & are actively engaged in the 
maximum hp from the smallest possible ee ‘ 
package. The unusually flat torque curve procurement and distribution of all West Coast lumber 
and other design features of this engine ° . . fj . . 
§ / eng n 
produces a useful speed range of 1,000- products and maintain buying offices in producing areas 
3,000 rpm with no-load idling speed of to give the trade complete one-call service. 
500 rpm, says maker. Cerlist Model 3 is 
available as a_ fan-to-flywheel engine 
(Model 3A), open power unit (Model 
3B) or covered power unit (Model 3C). 
Cerlist Diesel, Inc., Dept. AL, 1709 N. 
Church St., Burlington, N. C. 
Circle No. 237 on Coupon, page 84 


Single Stroke Hand Trucks 

Two new similar type hand truck mod- 
els designed to meet today's requirements Tantrengy EBSTER & Jounson, INe. 
for speedy handling of loads for short 
distances are announced. In production P.O. BOX 3498 Ke 
areas their function smooths in and out San Francisco 19, California @ 
flow of material to increase machine out- PRospect 6-4200 Teletype SF 211 
put, says maker. Their 180° turning radii 
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American 
Lumberman 


Classified 





Advertising 








HELP WANTED 











DETAILER—BILLER 
A reliable and experienced man wanted by 
old established naliteasts company in middle 
west. Must be qualified in architectural mill- 
work. Good salary and opportunity. Please 
give full detail of experience, personal 
background and availability. Address Box 
C-20 American Lumberman, Inc 


SALESMAN imported hardwoods and ply- 
wood preferably with following entire 
Eastern part of U.S.A. and Canada. Salary 
basis, headquarters New York. Full resume 
with salary required. Address Box D-38 
American Lumberman, Inc. 


LUMBER YARD MANAGER 
Florida line yard operation has opening for 
two managers. Must be fully experienced to 
operate complete lumber yard. Send photo 
with application. Address Box D-50 Ameri- 
can Lumberman, Inc 





SITUATIONS WANTED 





Reliable man seeks position in Retail Lum- 
ber Yard in Florida. Assistant Manager ex- 
perienced in Millwork, buying, selling, pric- 
ing, figuring estimates. Ten years with pres- 
ent company. Address Box D-51 American 
Lumberman, Inc 


Aggressive Retail Lumberman available 
now, 12 years experience buying, selling, 
estimating and managing. Desires managing 
position or assistant. Age 35, married. Prefer 
Northern Illinois or Se. Wisconsin. Address 
Box D-54 American Lumberman, Inc. 





CASH FOR 
HARDWARE PHOTOS! 


The editors of American Lumberman 
can use certain photos for a big hard- 
ware issue to be published September 
15th. Take a look at that hardware de- 
partment of yours and see if you have 
something which qualifies. We will pay 
$5 for each photo used. We need: 
Windows—Multi-item displays, which 
encourage browsing and shopping by 
men. We'd like photos which show the 
customer the wide variety of hardware 
items stocked 
Floor Display—‘idea”’-type floor dis- 
plays. Examples: displays with a season- 
al pitch, displays selling related items, 
sale-type displays (9&¢ tables, etc.). Pic- 
tures should be documented with sales 
results. 

Self-service—Photos which _ illustrate 
good use of packaged hardware to en- 
courage self-service are solicited 
American Lumberman 
Editorial Department 
59 E. Monroe Street, 
Chicago 3, Ill. 














SALES REPRESENTATIVE 
WANTED 








MANUFACTURER'S REPRESENTATIVES 
WANTED to sell Aldor’s exclusively design- 
ed Fiberglas-Plastic, Aluminum, and Steel 
Overhead Garage Doors. Exceptional oppor- 
tunity for agents now handling wood garage 
doors or line of building products sold to 
accounts which could be our prospects. Give 
full information, lines, territories covered 
etc 

Aldor, Inc 

4300 N.W. 36th Avenue 

Miami 42, Florida 


Wanted: Commission Lumber Salesmen to 
sell 100% Kiln Dried Ponderosa Pine for 
large Eastern Oregon Mill. Territories open 
in all of Illinois and parts of Wisconsin 
Michigan, Indiana. Production 160,000 per 
day—can include Mouldings. wrapped Pan- 
elling, etc. Some Mixed Species. State age, 
experience and references. Address Box D- 
23 American Lumberman, Inc 


San Francisco Plywood Importer desires as- 
sociation with commission representatives 
calling on wholesalers and industrials, Mid- 
west and Southeast area. Address Box D-52 
American Lumberman, Inc 


Manufacturer's Representatives wanted to 
sell new type double clawed hammer. Noth- 
ing like it on the market. Carpenters buy it 
on sight. A big volume item. Competitively 
priced. Desire men now calling on hardware 
stores and lumber yards. Exclusive terri- 
tories 


Write: SWANSON MANUFACTURING 
COMPANY 


607 S. Washington—Dept. 27 
Owosso, Michigan 





SALES REPRESENTATIVES 
AVAILABLE 








Manufacturers representative located in 
Northwestern Ohio would like connection for 
item or items sold to general contractors in 
building construction. Experienced in listing 
and pricing from architects plans and specifi- 
cations. Address Box D-53 American Lum- 
berman, Inc 





LUMBER & DIMENSION 
FOR SALE 











SACRIFICE SALE 
40,000 sq. ft. solid lumber LAUAN PANEL- 
LING. All clear stock, no pinwormy, ap- 
proximately 50% each 12” and 33” 75% 8 
lengths. Good widths. Paper wrapped—car- 
ton packed. Reply Box D-43 American 
Lumberman, Inc 


FOR SALE 
300 thousand K.D. squares S.4.S 114 by 1 
inches by 29 inches, clear grade, Maple, Oak, 
Beech and Hickory. Packed in cartons, steel 
strapped, 100 per carton. Price .05 each 
300 thousand 13 inches long same as above 
02 each 
FARLOW LUMBER CoO., 
PAOLI, INDIANA 





BUSINESS OPPORTUNITIES 











FOR SALE: 97% of capital stock of Tap- 
pahannock Supply Co., Inc. of Tappahan- 
nock, Virginia. Sound, going retail building 
supply and wholesale lumber business es- 
tablished 1928 in progressive and growing 
community. Equipment and facilities in ex- 
cellent condition. Gross assets $265,000.00 
liabilities $25,000.00 

Executors, Estate of S. Lester Burrough 

Tappahannock, Virginia 


BUSINESS FOR SALE 





Prosperous building material business in 
Michigan's best tourist town. Ample ware- 
houses and yard space. Large, modern sales- 
room. Best of prospects. Would prefer to 
lease land and buildings. About sixty thous- 
and will cover stock and equipment. Apply 
Box B-43, American Lumberman, Inc. 


Profitable Lumber, Concrete Block Manufac- 
turing and Building Materials Business 
500’ Railroad Frontage. Will sell on terms to 
right party. R. N. Graham, P. O. Box 6005, 
Daytona Beach, Fla 


FLORIDA LUMBER YARDS FOR SALE 
Oldest Lumber Yard in small progressive 
Florida town. Merchandise Inventory around 
$20,000.00 (can be reduced), Land, buildings. 
railroad siding $7,500.00, Sales (which can 
be increased) $112,000.00. Another Lumber 
Yard at a Florida county seat. Merchandise 
Inventory around $40,000.00. Land, buildings 
railroad siding $15,000.00, Sales $350,000.00 
Cars, trucks and other equipment at ap- 
praised valu.e We will collect our own ac- 
counts. Will deal with principals only, no 
brokers. Inventory will be all cash. Land and 
buildings 29% Cash, balance to be paid in 
two years. Reason for selling age of owner 
Send financial references first letter or no 
reply will be made. Address Box D-33 Amer- 
ican Lumberman, Inc 


Better than average building material busi- 
ness in rapidly growing upper midwest city 
of 65,000 population. Over 13,000 square feet 
covered storage. Volume from $250,000.00 to 
over $300,000.00. Good profit record and 
well established. Lease of plant considered 
Write Box D-46 American Lumberman, Inc 


For Sale: Lumber, building materials, paint 
builders hardware in small Alaska town. No 
competition in lumber, building material 
Grossing over $100,000 (1957, $127,000). New 
Buildings, one 2! stories 49 x 72, one 42 x 70 
basement and one floor. Well equipped busy 
shop. Warehouse area 6500 Sq. Ft. Store 
area 832 and two large apartments. Inven- 
tory about $20,000. Price $42,500 plus in- 
ventory and equipment at book. Address 
Box D-49 American Lumberman, Inc 





MACHINERY FOR SALE 








1 Yates 108 Planer 

1 8” circular resaw 

1 Double end trimmer 

These are complete with all belts, pulleys, 

motors, switches, and fuse boxes 

Motors 
40 H.P. Electric motor for planer 60 cycles 
50 amps 900 rpm wired for 3 phase either 
220 or 440 
25 H.P. Motor for resaw 60 cycle 40 amps 
900 rpm wired 3 phase wired 220 
10 H.P. Motor for blower 3 phase wired 220 
7.5 H.P. Motor for trimmer 3 phase wired 
99 


ECONOMY LUMBER COMPANY 
101 Harding Road 


Chattanooga 5, Tenn 


One 6 inch, 4 side sticker belt driven, Round 
heads, Square Heads, Shimer Flooring Heads, 
lot of moulding knives worth $500.00. Ma- 
chine and knives complete for $500.00 
One straight line self feed rip saw, complete 
overhaul, ball bearing, new feed chain, 20 
horse high speed direct drive motor, two 
horse feed motor. Price $900.00 
Two double 48 inch sawdust blowers like 
new $250.00 each. 
FARLOW LUMBER CO 
PAOLI, INDIANA 





MISCELLANEOUS FOR SALE 





CARPENTERS APRONS 
Write for prices and information 
THE MINNESOTA SPECIALTY CO. 
Minneapolis, Minn. 
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¢ Bernard L. Orell, 

formerly vice-presi- 

dent of Weyer 

haeuser Sales Co., 

St. Paul, has been 

elected a vice-presi- 

dent of Weyer- 

hauser Timber Co. 

and is being trans- 

\ Natoe ferred to Tacoma, 

Orell Wash., where he 

will direct and coordinate the overall re- 

source relations and public affairs activi- 

ties of the company and its subsidiaries. 

Under the program of coordination, the 

activities of the public information dept 

and its personnel will remain unchanged. 

“Growth of the company has made it 

desirable that the direction and coordina- 

tion of these activities be placed under 

one executive,” said president F. K. Wey- 
erhaeuser. 


¢ Adams Engineering Co., Ojus, Fla., 
makers of ABC aluminum hardware 
products, announces the appointment of 
Herbert N. Adams as director of sales. 


¢ The Forest Products Research Society 
held its 12th national meeting in Madi- 
son, Wis., recently and elected the fol- 
lowing officers: W. Jeter Eason, Nickey 
Brothers, Inc., Memphis, Tenn., who suc- 
ceeds Dr. F. H. Kaufert as president of 
the 3800-member society. R. H. Berry, 
Scott Lumber Co., Burney, Calif., was 
elected vice-president; J. J. Allegretti, 
Masonite Corp., Chicago, was elected to 
a three-year term as north-central re- 
gional board member. 


¢ William Worsley has been appointed 
sales manager, roofing materials, Barrett 
Division of Allied Chemical, New York 
City; Stewart P. Clayton is the division's 
new director of operations, building ma- 
terials. 


¢ Frank L. Barchard has been promoted 
to the position of assistant to the gen- 
eral sales manager of Masonite Corpora- 
tion, Chicago. 


¢ Robert A. LaCosse has been appoint 
ed technical director, Insulation Board 
Institute, Chicago. He was formerly asso- 
ciated with the technical and standards 
department of the NLMA in Washing- 
ton, 2D. -C. 


¢ Paine Lumber Co., Oshkosh, Wis., 
announces the election of William W. 
Wittmack as vic e-president, director of 


sales. 


¢ Seymour Milstein, president, Mastic 
rile Corporation of America, Vails Gate, 
N. Y., has been named chairman of the 
USO Fund of New York Building and 
Materials Div. for the 1958 campaign. 


* Capitol Products Corp., Mechanics- 
burg, Penna., announces the election of 
Arthur G. Whyte, Jr., as vice-president 
in charge of sales. 
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What's Your Answer? (Questions on page 75) 


Home improvement packages. See article, pages 48-49 


Hertz Truck Lease Service. See ad, pages 19-20 

House sections handled in unit loads. See article, page 55 

The Capitol package. See ad, pages 10-11. 

32%. See article, page 52 

. A booklet, entitled “How to Choose and Use a Paintbrush.’’ See ad, pages 6-7 
Two or more package jobs, averaging $800 each. See article, pages 44-45 
Matico tile’s Decorating Idea Center. See ad, page 18 


“It's good business.’’ See article, pages 68-69. 


Through (1) national advertising, (2) field promotion men and (3) merchandising 
aids. See ad, pages 2-3 


The New Sfgeman Fork Lift 


Lifts 4000 lbs. at 24" Load Center 


Tractor power steering with special von ae 1 ee bape fr 
. * xe replaceable bearing piates between 

Sherman steering valve and linkage inner and outer tower rail masts 

provides maximum maneuverability. to reduce wear. 

Special implement bar for quick ad- 

justment of fork width or to attach 

and detach accessories. 

. Special tank de- Cross-braced inner channel 
Counterweight box can be properly sign for maxi- & to prevent side sway or 
weighted to compensate for any load = ™¥U™ visibility. distortion under load. 
within capacity of the unit. k 

* Control handles within easy reach 
of operator. 

* Tower can be tilted full ten degrees Individual brakes 
backward or forward. ~ for close turns. 


Open channel-ends 
to prevent dirt ac 
cumulation and to 
facilitate service of 
carriage and rollers 
without dissembling 
mast. 


Heavy six inch chan- 
nel sub-frame. 


EASY OFF-CENTER LIFTING reverse that the tractor has in forward 
Frictionless travel for normal, as well as 
off-center, lifting applications is provided 
by four large carriage rollers mounted on any gear speed. 


d 

ogre oboclye) The Sherman is also available in an 

justable side thrust rollers. “R” Model, that does not reverse the 
steering or the operator’s position. Tractor 

Tractor mounted, the Sherman Fork Lift power steering is available. 

moves easily over any ground under any Because the Sherman is distributed 

weather conditions. It travels every place a through Ford Tractor dealers, service 

tractor can go. Because of this, many facilities and spare parts are always avail- 

owners have been able to transform un- alike eilcies manda’: 

surfaced areas into productive storage Find out today why the Sherman Fork 

spaces—and paid for their Shermans by Lift will soon pay for itself in labor saved. 


eliminating paving costs. Write for Bulletin No. 1184. 
Since the steering wheel and the 


driver’s seat are reversed, the Sherman 
Fork Lift moves in the opposite direction Kh a 
from normal tractor operation. This puts Voda 
the big rear wheels under the load for 
extra lifting safety, maximum traction, and 
a cushioned ride for fragile loads. 
° es SOIL WORKING TOOLS « CRANES AND EXCAVATORS 

The Sherman reversing transmission 

‘ yee " *Mfd. Exclusively for Sherman Products, Inc., 
provides the same flexibility of speeds in by K-D Mfg. Co., Cleburne, Texas 


gears .. . quick shift, reverse direction in 


® 


SHERMAN PRODUCTS, INC., Royal Oak, Mich. 


POWER DIGGERS + LOADERS + FORK LIFTS* 


Circle No. 83 on Coupon, page 84 








MOVEMENT ENGINEERING 


(begins on page 64) 





with 
The 


greater 


load at all elevations 
allowances for adequate safety. 
higher a load is raised, the 
the required truck capacity must be 

You should be sure the rated capact- 
ty and load center will serve your 
needs. If standardized units or pallets 
measuring 60” in width are to be han- 
dled, you will want to know the ca- 
pacity for a 30” center. You must con- 
sider the floor-load capacity of your 
warehouse. It is easy to forget that a 
loaded truck exerts more effective 
pressure on the floor when it is in 
motion than it does at rest. 

Fork lift trucks all have a maximum 
grade which they can safely ascend 
or descend at a uniform speed while 
fully loaded without tipping or dam- 
aging strain. The load on the truck 
must always be carried toward the 
high end of the grade, regardless of 
direction of travel. The load should 
be carried as low as possible. 

Attachments. With the use of the 
proper attachments and _ accessories, 
the fork-lift truck can undertake prac- 
tically any type of handling problem 
that exists, provided it is within its 
lifting capacity. Attachments include 
fork extenders, load shifters, end-load- 
ers, scoops, easy-entry plates, booms. 
Of all the attachments, the side-shifter 
should be “must” 
lumberyards 


the rated 


considered a 


FOR INFORMATION ON 


Advertised Products 


Circle the numbers at the right which appecr 


under the advertisements on which 


wish datc. 


FOR INFORMATION ON 


for 


Palletization also plays an important 
role in any movement engineering 
program to reduce costs. The use of 
pallets will permit maximum use of 
“air rights,” provide a high degree of 
accessability to stored materials and 
eliminate handling of individual items 

Economical movement engineering 
demands preventive-maintenance. One 
of the most commonly accepted meth- 
ods for maintaining lower operating 
on fork-lift trucks, delivery 
trucks and other mechanical equip- 
ment is to initiate a preventive-main- 
tenance program. As a start, records 
of expenses on the equipment should 
be assembled daily by individual units. 
A monthly check on each truck and a 
comparison by types will provide the 
opportunity to detect excessive fuel 
or revair costs. A lack of cost informa- 
tion is a sure way to let expensive 
“down time” creep into the opera- 
tion—and_ neglected attention will 
mean lost production per man-hour. 


costs 


Piece-Pricing Saves Time 
for Clerks and Customers 


Piece-priced lumber displayed in a 
rack along a side wall saves a clerk’s 
time at the Johnson Cashway Lumber 
Co., Lincoln, Neb. The rack, located 
just inside the door, makes it possible 
for the customer to select what he 
wants, pay for it and be on his way 
in a short time 





















































HI 
Door Rack Does a Job 


When _ the 
Lufkin, Tex., 
turned to its 


Temple Lumber Co 
got ready to remodel, it 
American Lumberman 
file for help. “Our door rack ts one 
of the best display ideas lifted 
from the magazine,” says manager W 
Temple Webber, Jr 

Customers can readily view any of 
the 28 doors which pull out easily on 
gliding door hardware. Built in_ its 
millwork shop for about $40, Webber 
says the rack has upped its door sales 
by 50%. 


we 


keep informed on “WHAT'S NEW!” 


4 § 
21 22 23 24 #25 27 
41 42 43 44 45 47 
61 62 63 64 65 67 
81 82 83 84 85 87 


101 102 103 104 105 106 107 108 109 110 111 
125 126 127 128 129 130 131 
145 146 147 148 149 150 151 
165 166 167 168 169 170 171 
185 186 187 188 189 190 191 
201 202 203 204 205 206 207 208 209 210 211 


221 222 223 224 225 226 227 228 229 230 231 


121 122 123 124 
141 142 143 144 
161 162 163 164 
181 182 183 184 


10 
30 
50 
70 
90 


1t 12 13 14 15 16 17 18 
3¢ 32 33 34 35 36 «37 «38 
51 52 53 54 S55 56 57 58 
71 #72 «73 «74 «IS Y 77 78 
91 92 93 94 9S 96 97 98 
112 113 114 115 116 
132 133 134 135 136 
152 153 155 156 
172 173 175 176 177 178 179 180 
192 193 195 196 197 198 199 200 
212 213 215 216 217 218 219 220 


232 233 


19 «#20 
39 40 
59 60 
79 80 
99 100 
117 118 119 120 
137 138 139 140 
157 158 159 160 


235 236 237 23° 239 240 


“What's New” Items 


Circle the code number at the right which 
corresponds to the number listcd 3' the end 
of that particular ““W 1AT’S NEW’ item. 





241 242 243 244 245 246 247 248 249 250 251 252 253 254 255 256 257 258 259 260 
261 262 263 264 265 266 267 268 269 270 271 272 273 274 275 276 277 278 279 280 


July 21, 1958 281 282 283 284 285 286 287 288 289 290 291 292 293 294 295 296 297 298 299 300 


Name Position 


Please Print) 
Company Street 
City 


Mail to American Lumberman & Building Products Merchandiser, 59 E.MONROE ST, CHICAGO 3, ILL 
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ADVERTISERS’ INDEX 





Acme Steel Co 

Ambassa-dor Co 

American Steel & Wire Div., U. S. Steel 
American Telephone & Telegraph Co 
Appalachian Hardwoods 


Bostitch 


Capitol Products Corp 

Celotex Corp., The 

Cherry River Boom & Lbr. Co 
Clarke Sanding Machine Co 
Cleveland Steel Specialty Co., Inc 
Collins Terrace Motel 
Columbia-Geneva Steel Div 
Curtis Companies Inc 


DeVac, Inc 

Dicks-Armstrong-Pontius, Inc 

Dodge Corp., Ww 

Douglas Fir Plywood Assn 

du Pont de Nemours & Co., Inc., E. I 
Dur-O-waL Div., Cedar Rapids Block Co 


Freeport Woodcraft, Inc 
French Lick-Sheraton Hotel 


Georgia-Pacific Corp 


Hamer Lbr. Sales, Inc 
Hertz Truck Lease Service 
Hobbs Wall Lbr. Co 


Hunter Douglas Aluminum Div., Bridgeport Brass Co 


Ideal Brass Works, Inc 
Insular Lbr. Sales Corp 
Ives Co., The H. B 


Jones & Laughlin Steel Corp 
Koppers 7 Ine 


Leslie Welding Co Inc 
Lockwocd Hardware Mfg. Co 
L.O.F Glass Fibers Co 


Macklanburg-Duncan Co 
Manpower, Inc 

Masonite Corporation 

Mastic Tile Corp. of America 
McQuay, Inc 

Menominee Indian Mills 
Mercury Motel . 
Michigan-California Lbr. Co 
Minnesota Mining & Mfg. Co 
Muller Machinery Co., Inc 


Padgett-Smith Flooring Co 
Pioneer Plastics Cory 
Ponderosa Pine Woodwork 


R-B Co., The 
Red Cedar Shingle Bureau 


Sensenich Corporation 

Sherman Products, Inc 

Silcrest Co The 

Simpson Redwood Co : 

Smith Chemical Works, Inc., Geo. B 

Southwest Lumber Mills, Inc 

Stanley Steel Strapping, Div. of The Stanley Works 


Tarter, Webster & Johnson, Inc 
Tennessee Coal & Iron Div 
Tennessee Stove Works 

Thomas Products Co 


U. S. Plywood Corp 

U. S. Steel Corp = 

U. S. Steel Export Co 

Universal Price Marking System 


White Motor Co., The 
Wilkenson Mfg. Co 

Wm. Tell Motel & Apartme nts 
Wood Conversion Co ; 
Wood-Mosaic Corp 
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TURNING FARMERS INTO BUYERS 


SSG 


POLE-TYPE STRUCTURES are sold on a self-service basis by this 
scale model display at Johnson Cashway Lumber Co., Lincoln, 
Neb. 


How to sell 


Pole-Frame Buildings 


A good sales job selling pole-type farm buildings is 
done by self-service at Johnson Cashway Lumber Co., 
Lincoln, Neb. One of the firm’s important sales tools 
helping promote this business is a scale model a pole- 
type building displayed in the firm’s self-service store 

Also displayed in the store are samples of the poles 
used in erecting these low-cost structures. Manager Ray 
Peterson reports that the self-service selling is begun with 
the scale model, completed with the displays of the actual 
poles 

The posts, one of each size in stock, are wired in ver- 
tical position to a perforated hardboard display backing 
Neatly printed tags tell the price of each pole. The pres- 
sure-treated poles are placed in the display so the pressure- 
treatment identification mark is plainly visible to the 
buyer. 


POLES ARE PRICED in this novel display rack at Johnson Cash- 
way Lumber Co., eliminating much sales time for store and 
yard personnel. Each size pole is priced and pressure-treatment 
tag is visible. 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
Let the 


concerns in this column supply you with 


attractive graining. foremost 
dependable quality, well-manufactured 
Appalachian Hardwood products. Con- 


sult them on your next requirements 


Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ocak, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavon Lumber. Do- 

mestic and imported Veneers. Hardwood Fiooring— 

Oak ond Maple Strips and Laminated Block and 
Special Pattern Flooring 


*Hamer Lumber Sales, Inc., Kenova, W. Ya. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenova, W. Va 
Hamer Lbr. Corp., Appalachia, Va 
Manufacturers Appalachian Hardwood Lumber 


*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension 


*Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 58 on Coupon, page 84 
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Photos Courtesy IIlinois Building News 


THEIR FUTURE HOMES? Families moving to Bloomington, Ill., view prospective houses 
in their new community at Housing Conference staged by Bloomington lumber dealer. 


New People Coming to Town? 
Here’s Way to Get Them First 


No use of waiting till they move to your community; the 
trick is to see them before they come. 


Within a few days after the an- 
nouncement that General Telephone 
Co. was moving its headquarters from 
Springfield to Bloomington, Ill., Bob 
Tomb of Bloomington’s West Side 
Coal & Lumber Co. was talking with 
telephone officials about housing for 
its relocated employes 

Tomb used a technique which he 
had developed with other corporations, 
which had moved into Bloomington 
a “home conference,” fulled endorsed 
by the incoming firm’s management. 

More than 105 men and women 
attended the conference in Springfield. 
They viewed artists’ renderings of 
Bloomington houses with price tags 
and floor plans. Plats of subdivisions 
were displayed showing available sites, 
many of them owned by West Side 
Coal & Lumber. Visitors were urged 


EMPLOYES EAGERLY INSPECT literature, 
plan books. They were urged to take 
literature home for further study. 


to take product literature and plan 
books 

A telephone company official spoke 
in favor of the lumber company. Tomb 
followed with a 30-minute talk, out- 
lining the yard’s many services and 
describing how West Side helps new- 
comers locate land, select a builder, 
obtain architectural service and finan- 
cing. He also explained the component 
assembly system and “sweat equity” 
construction. A question period closed 
the meeting, eliciting queries ranging 
from water supply to interest rates. 

For a week following the show, a 
West Side Lumber representative was 
available in Springfield for individ- 
ual conferences. 

“Ill wager that over the years, we 
will do business with many of those 
who re-locate,” predicted Tomb. 


TELEPHONE EXECUTIVE introduces man- 
ager of West Side Lumber Co. to 
employes. who will be transferred. 
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Another STANLEY STEEL STRAPPLICATION* on the job 


As lumber comes off the cars at this Massachusetts lumber yard, it is bundled with Stanley 
Steel Strapping; each bundle is marked to identify its contents. The lumber now can 
be moved and stored faster by mechanical means. When making deliveries, marked 
bundles simplify checking the quantity being shipped against the order. Loading and 
unloading, too, are accelerated. 6 operations by a fork lift truck replace 660 handling 
operations fermerly required to load 6,000 board feet piece by piece 

Then, at the job site, the strength of Stanley Steel Strapping permits 

dropping the entire truck-load . . . intact. 

WRITE FOR YOUR FREE COPY of the “Stanley Strapplication Manual of 

Packaging and Shipping” to STANLEY STEEL STRAPPING, Division of 

The Stanley Works, Dept. G. 1304 Corbin Ave., New Britain, Conn 


*The system-atic way to solve specific packaging and shipping problems 


STANLEY J INSURE IT“SECURE !IT WITH STANLEY STEEL STRAPPING 


AMERICA BUILDS BETTER AND LIVES BETTER WwitTtH STANLEY 
This famous trademark distinguishes over 20,000 qu products of The Stanley Works—hand and electric 

S I A N L FY tools « drapery, industrial and builders hardware « d yntrols « aluminum windows « metal parts « atings « 
steel and steel strapping—made in 24 Stanley plants in the United States, Canada, England and Germany 
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The “CO BAR” brand. 


There obably aren't , Cincinnatians 
who realize it, but this famed an bra 
honors tl 
designed by 
named Babbitt 
the turn of the centu 
are outstanding 
Northern Arizona, « 


still registered in their name 


lll 


CS i 


mn INDIAN” Brand 


This Arizona brand mark is well-known 
in Cincinnati...and Dallas and Detroit and 


Kansas City ...and all other places 
where quality Ponderosa lumber is in demand! 


For consistently higher sales, stock 


SOUTHWEST “FRIENDLY INDIAN” BRAND 
KD PONDEROSA. 


SOUTHWEST LUMBER MILLS, INC. 


IF there are any young “trail riders” General Sales Office: P.O. Box 908 « Phoenix, Arizona 
in your family, we'd be happy to send ALpine 8-4811 TWX PX 495 
them an interesting booklet telling 
about famous Arizona brands . . . com 
plete with illustrations, brief histories 


Regional Sales Office: 135 S. LaSalle St.* Chicago, Illinois 
DEarborn 2-3595 TWX CG 3001 


and instructions on how to read brand 4 
Mills at Flagstaff and McNary, Arizona 
marks. Just write to our General Sales 


Oftice, Department 4-4 
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